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Rough Proofs 


Roy Eastman says that business 
men crowded for office space are 
finding that the govermment isn’t 
much interested. in their walls, 
only their ceilings. 


vw 

Scorning Manhattan as eastern 
headquarters of Sears, Roebuck, 
Gen. Robert E. Wood exclaimed, 
“New York—that’s out of this 
country!” 

Maybe he means out of this 
world. 

-. Tie 

“Supremacy products will not be 
fair traded. The plan is to under- 
sell national brands, yet allow the 
druggist a 50% mark-up.” 

Fair trade, as Macy’s sees it, is 
a beautiful big umbrella. 


Fy: F 

“Most major advertisers boost 
budgets for 1946,” reports ADVER- 
TISING AGE, and the story didn’t 
say how many have their fingers 
crossed while they await the bad 
news from the labor moguls. 

, =. 

A news story says furniture men 
plan a $2 billion building program, 
At this stage of the game, it seems 
a lot easier to get the billions than 
the buildings. 


Brown & Weir will handle the 
advertising of the Constance Ben- 
nett Cosmetics Company, on the 
theory that a glamorous movie star 
won’t need any more attention 
than other temperamental clients. 

oa 

Women who attended Sonja 
Henie’s ice show in Chicago 
shrieked when they saw Van John- 
son in the audience. If Sonja 
could carry Van along on the tour, 
business would double. 

. CLV 

“I can’t stand Jack Benny be- 
cause”’ letters have been sent in by 
over 200,000 people, who he hopes 
will prove that he’s just as unpop- 
ular as Chester Bowles. 

ee A 

Hunter B. Grant says he’s been 
reading Grantland Rice in the New 
York Sun since he was a little boy, 
a comment which will start Grant 
to combing out his long gray whis- 
kers. 

7. a, 

Among the zany prizes which 
Goodrich recently offered on its 
“Detect and Collect” show was a 
200-pound stuffed ostrich. During 
the more strenuous rationing days, 
it would have been a big help to 
the housewife. 

, dak ae 

The printing industry is plan- 
ning to seek more employes in 
1946, the story says, and maybe 
some of those aspiring young ad- 
vertising men could be persuaded 
to learn how to play tunes on a 
linotype. 

- © FF 

Miss Ethel B. duPont has been 
spending some of her General 
Motors dividends advertising in 
the newspapers that she doesn’t 
like the company’s labor policy. 
She hails from Louisville, not Wil- 
mington. 

vv¥seee? 

Chrysler is going to feature 
safety in its engineering and ad- 
vertising, but so far the SAE 
hasn’t urged the designers to make 
the motors smaller and the brakes 
bigger. 

Copy Cus. 
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SHOW TIE-IN—Tracy Mfg. Co., 


Pittsburgh, ran this special announce- 


ment ad, a Chicago Sun page, 
last week for the benefit of dealers 
and suppliers attending the first post- 
war housewares show in Chicago. 
Quantity production of Tracy stain- 
less steel cabinet sink tops also will be 
featured in a second Chicago ad and 
in Retailing Home Furnishings copy, 
through Ketchum, MacLeod & Grove. 


Housewares Show 
Packs in 4,000, 
Despite Holiday 


Kitchen Cabinets, 
Washers Draw; 
500 Show Wares 


Chicago, Jan. 3.—Notwithstand- 
ing the year-end holiday, traffic 
in the Palmer House halls since 
early Sunday—including all of 
New Year’s Day—has been the 
highest in the history of the famed 
hotel, with nearly 500 manufac- 
turers and wholesalers displaying 
thousands of items to about 4,000 
dealers attending the annual Chi- 
cago show of the Housewares 
Manufacturers Association. 

The show includes displays and 
demonstrations of major appli- 
ances on the hotel’s fourth floor, 
and displays of hundreds of plas- 
tic, wood, aluminum, steel and 
other merchandise in other rooms 
from the sixth through the tenth 
floors. 


Order Taking Brisk 


Although some manufacturers 
refused to talk business, many 
have taken orders from retailers 
this week at a feverish rate. At- 
tendance was heavy even when 
the doors opened Sunday morning, 
and has gathered momentum, par- 
ticularly as retailers arriving in 
mid-week hope to catch both the 
housewares show and the furni- 

(Continued on Page 58) 


Crisis in nylons... 
Turn to ‘Voice of the 


Advertiser, Page 26. 
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Associated Nef 
ls Negotiating 


for New Backers 


Odlum Stands Pat; 
‘Fifth Network’ to 
: Build in Key Cities 


New York, Jan. 3.—The Asso- 
ciated Broadcasting System, 
which has been striving to become 
a fifth national network, is now 
negotiating with several large cor- 
porations which are interested in 
acquiring an interest in the net- 
work, 

Leonard A. Versluis, president, 
who has about 20% of the net- 
work’s stock, is negotiating in New 
York for Associated, and an an- 
nouncement of details of the trans- 
action is expected next week. 

Floyd B. Odlum’s Atlas Cor- 
poration, which loaned Associated 
$150,000 last week, converted its 
loan into an outright stock pur- 
chase following a _ three-week 
study of the network’s prospects 
by Merlin H. Aylesworth, RKO 
adviser and former president of 
NBC. 


Decides Against Control 


Atlas had considered, at the 
time of the loan, the possibility of 
acquiring a controlling interest in 
the network. Instead, Atlas will 
retain its present interest—20% of 
Associated’s stock. 

But trade circles report that 
Atlas is still actively interested 
in the company, that it has 

(Continued on Page 59) 


FIRST SHIPMENT OF 
EASY WASI HERE 


| 


TAKING ORDERS—Dealers now have 
the 1946 Easy Spindriers and are tak- 


ing orders, Easy Washing Machine 

Corp., Syracuse, N. Y., tells consum- 

ers in this newspaper copy. “No in- 
crease in price!" is the promise. 


Kraft Suit Seeks 
fo Keep Crosby 
in ‘Music Hall’ 


Chicago, Jan. 3.—In a _ joint 
statement by a pair of unhappy 
co-plaintiffs, a suit filed in New 
York State supreme court against 
Bing Crosby by Kraft Foods Com- 
pany and its agency, J. Walter 
Thompson Company, was an- 
nounced today. The complaint al- 
leges that Crosby has refused to 
continue his appearances on “The 

(Continued on Page 57) 


Last Minute 
Carpet Makers Schedule 


News Flashes 
Heavy ‘46 Programs 


New York, Jan. 4.—Carpet manufacturers reported this week that 
their 1946 advertising would approach and in some cases exceed pre- 
war levels. Alexander Smith & Sons Carpet Company, the largest in 
the industry, will use half a dozen women’s magazines and continue 
its experimental television program over a New York station. C. H. 
Masland & Sons will also resume magazine advertising, featuring a 
number of color spreads. Mohawk Carpet Mills, Inc., plans the great- 
est advertising campaign in its history, using magazines, with its ad 
expenditures ranging between $300,000 and $500,000. Anderson, Davis 
& Platte handles the Alexander Smith and Masland accounts. The 
Mohawk Mills account is handled by J. M. Mathes, Inc. 


Nashua Switches Account to MoCann-Exickion 


Nashua, N. H., Jan. 4.—Nashua 


Mfg. Company has appointed Mc- 


Cann-Erickson, Inc., New York, to handle advertising for Nashua- Pur- 
rey and Welwin blankets, Indian Maiden and Dwight-Anchor sheets, 


and Indian Head muslin, effective 
dled by Alley & Richards, Boston, 


April 1. The account is now han- 
using national magazines. Nashua 


was purchased last month by Textron, Inc., whose advertising agency 
is J. Walter Thompson Company, New York. 


Four Major Networks Subscribe to BMB 


Los Angeles, Jan. 4.—Hugh Feltis, president of Broadcast Measure- 


ment Bureau, announced here this 


week at the district meeting of the 


National Association of Broadcasters that the four major networks— 
NBC, CBS, Mutual and ABC—have signed as subscribers to BMB. 


Station subscribers now total 600. 


Pocketbooks Starts Magazine Ads in February 
New York, Jan. 4.—Pocketbooks, Inc., through Lawrence Fertig & 


Co., will spend several hundred 
campaign beginning in February. 


thousand dollars in a nationwide 
Black-and-white pages will run in 


American Magazine, The New Yorker, The Saturday Evening Post and 
Time, and four-color pages in The American Weekly. The program 
will expand in March with pages in Cosmopolitan, Liberty, Look, Pa- 
rade, Redbook and This Week Magazine. 


Campbell-Mithun Drops National Dairy Account 
Chicago, Jan. 4.— McCann-Erickson, Inc., which handled the Na- 


tional Dairy Council account until 


about a year ago, has obtained the 


account again, following resignation by Campbell-Mithun, Chicago 
and Minneapolis, of the council and six other accounts. 
(Additional News Flashes on Page 2) 


Curtis Launches 
Bantam Books; 
Tests Ad Results 


Own Sales Force 
to Assemble Data 
on Reprint Sales 


New York, Jan. 3,—Bantam 
Books, Inc., inaugurates its pub- 
lishing activities Jan. 7 with 
twenty 25-cent reprints, becoming 
the first of three much-discussed 
Curtis Publishing Compamiy ven- 
tures to hit the market. 

Holiday, the new Curtis maga- 
zine, makes its debut next month; 
and “Project X,” a new picture 
magazine, is in the research stage, 

With Curtis’ more than 100,000 
sales outlets as an initial distri- 
bution system, and the Curtis sales 
force as an Operating market re- 
search organization, Bantam Books 
under President Ian Ballantine 
will spend its first year of opera- 
tion in merchandising and adver- 
tising experiments. 


Jointly Controlled 


The company is controlled 
jointly by Curtis and Grosset & 
Dunlap, a reprint publishing or- 
ganization jointly controlled by 
five—Harper & Brothers, Little, 
Brown & Co., Random House, 
Charles Scribner’s Sons and the 
Book-of-the-Month Club. 

On the merchandising side, Mr. 
Ballantine, formerly with Penguin 
Books, Inc., told ADVERTISING AGE 
that Bantam Books will use the 
Curtis sales force reports to com- 
pile market information that may 
be unique in book publishing. The 
company will seek to find not 
only which titles move to the re- 
tailers in what quantity but also, 
by means of the Curtis system of 
newsstand inventories, what titles 
move to the consumer, where and 
how. 


Will ‘Try Many Things’ 


“Of course,” Mr, Ballantine said, 
“the Curtis organization can start 
an operation from the first as if 
it had been running for years. 
But we regard the first year as an 
experimental one, and we are 
going to try many things.” 

Advertising-wise, this experi- 
mental approach will also apply. 
Through Sussman & Sugar, Inc., 
New York, an agency which 
handles the accounts of some 23 
other publishers, Bantam Books 
will use the customary trade 
media. Announcement copy will 
break on Jan. 6 in the New York 
Herald Tribune and Times book 
review sections, San Francisco 
Chronicle, Philadelphia Inquirer, 
and in the Saturday Review of 
Literature and other business 
media. 

In addition, key city newspaper 


campaigns being planned, to 
begin in icago, Philadelphia, 
Boston, San Francisco and New 


York. 
Will Use Car Cards 


Besides the traditional book 
business media, Bantam will ex- 
periment with other media such 
as car cards. These experiments, 
however, will be carried out 


warily. Publishers’ experiments 
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with other media in the past have 
been unproductive. 

Cooperative advertising with de- 
partment stores and other retailers 
will be based on a percentage of 
invoice. Marshall Field & Co., 
Chicago, took the lead in arrang- 
ing cooperative advertising with 
Bantam Books, and other depart- 
ment stores are being lined up 
now. 

Advertising budgets are flexible, 
with $50,000 allotted for the first 
two months, and an _ estimated 
$30,000 to $50,000 for each addi- 
tional period. Four titles will be 
published monthly, and sales are 
estimated at 30,000,000 a year. 


Promotes Trade Relations 


Bantam, as well as Holiday and 
“Project X,” are regarded by Cur- 
tis insiders as this generation of 
Curtis management’s way of prov- 
ing that it can pioneer in the 
publishing business as well as 
make a go of the established pub- 
lishing properties to which it suc- 
ceeded. 


Bantam, more than any other 
pocket edition publisher, seems to 
be promoting relations with the 
rest of the trade. Format of the 
books is similar to that of other 
ventures, but the back cover bears 
a reproduction of the original edi- 
tion with the following note: 

“This low-priced Bantam edi- 
tion is made possible by the large 
sale and effective promotion of the 
original edition published by ....” 

Publishing circles in general 
seem to have overcome their orig- 
inal fears that the quarter re- 
prints would cut into their busi- 
ness. The attitude now is that 
reprints spread the book-reading 
habit over larger areas of the 
population and increase the mar- 
ket for original as well as reprint 
editions. 


Jenkins Joins Lamson 

Frances Elizabeth Jenkins, for- 
merly advertising manager of 
Mabley & Carew Company, Cin- 
cinnati, has been appointed pub- 
licity director of Lamson Bros., 
Toledo. 


ANPA Bureau Issues 
New Set of Cards 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has issued a new set 
of cards for distribution to local 
retailers by member newspapers. 
The current set of four cards, in- 
tended for local distribution on a 
monthly basis beginning with Feb- 
ruary, put major emphasis on the 
advertising of new products and 
of products that have been absent 
for the duration. 

To date, more than 1,260,000 
“dealer cards’ have been distrib- 
uted by members of the bureau. 


Promotes Hand Cream 


The Gaby Company, Philadel- 
phia, manufacturer of Gaby sun- 
tan lotion and other products, has 
started radio and newspaper ad- 
vertising of the latest addition to 
its line, Radnai greaseless hand 
cream. Distribution has been com- 
pleted in several eastern states and 
the product eventually will be 
made available on a national scale. 
Al Paul Lefton Company handles 
the account. 
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Ar aban c Coffee blends alia 
with other branded merchandise which 
finds its way into Hartford area kitch- 
ens through advertising in The Courant. 
Placing space through Harry M. Frost 


Co., Inc., Araban consistently uses The 


Courant for sales stimulation in the 


wide, active Hartford market —a pol- 
icy followed by local retailers who have 
increased their Courant advertising by 
58% during the past six years. 
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A CONNECTICUT INSTITUTION SINCE 1764 


Advertising Age, Janu 


Last Minute News Flashes 
Schutter Moves ‘Counterspy’ to Sunday Spot 


Chicago, Jan. 4.—Schutter Candy Company on Feb. 3 starts | 


“Counterspy” on the full network of the American Broadcasting Com- 
pany, moving the program from Wednesday, 10-10:30 p.m., EST, to 
Sunday, 5:30-6 p.m., EST. Agency is Schwimmer & Scott. ; 


Aquatogs Schedules Campaigns for Garments 

New York, Jan. 4.—Aquatogs, raincoat manufacturer, is launching a 
campaign using full pages in about 20 general and women’s magazines 
for women’s raincoats. Campaigns for men’s garments also are being 
planned, with newspaper, car card and spot radio supplementing the 
magazine schedules. Madison Advertising Company is the agency. 


Promotes New Portable Electric Range 

New York, Jan. 4.— Camco Products, Inc., is planning a national 
magazine campaign for its new portable electric range whose three 
burners fold together into a compact unity Extensive cooperative 
newspaper advertising, including a Gimbel’s “World Premier,” as 
well as spot radio and newspaper distributor campaigns, are also be- 
ing planned. Hill Advertising, Inc., is the agency. 


Names Two Agencies for Schick Razor Account 

Chicago, Jan. 4.—Eversharp, Inc., has appointed J. M. Mathes, Inc., 
and the Biow Company, New York, to handle jointly the advertising 
for Schick Injector razor of Magazine Repeating Razor Company, New 
York, which it recently acquired. The Schick account has been with 
Ivey & Ellington. 


Business Group Plans Labor Ad Series 

Chicago, Jan. 4.—The Conference of American Small Business Or- 
ganizations is planning a newspaper advertising campaign in big labor 
centers using newspapers that are “widely read by laborers.” Ads, 
through Hill Advertising, Inc., New York, will break in the New York 
Daily News and Wall Street Journal and will deal with labor policies. 


Emerson Drug Buys Jeurelle, Names BBDO 


Baltimore, Md., Jan. 4—Emerson Drug Company has ae * ‘mn. 


interest in Jeurelle, Inc., New York, perfumes and Seventeen ecos- 
metics, and has named Batten, Barton, Durstine & Osborn, New York, 


to handle Jeurelle’s advertising. 


PCA Moves Account 
from JWT to L. E. Ryan 


Pennsylvania - Central Airlines, 
Washington, D. C., has moved its 
account from J. Walter Thompson 
Company, New York, and will 
place 1946 advertising through 
Lewis Edwin Ryan, Inc., Wash- 
ington, 

PCA has announced previously 
(AA, Dec. 24) that its 1946 bud- 
get will be increased by $100,000 
to total $300,000, with media to 
include on-line newspapers, four 
national magazines and business 
papers. 


Klein Joins BBDO 


Henry Klein, former radio di- 
rector of MacFarland, Aveyard & 
Co., New York, has joined Batten, 
Barton, Durstine & Osborn, New 
York, to handle radio on The Sat- 
urday Evening Post, which Curtis 
Publishing Company, Philadelphia, 
moved from MacFarland, Aveyard 
to BBDO on Jan. 1. Succeeding 


Mr. Klein at MacFarland is James 
Sheldon, former script-writer for 
the SEP’s “Listening Post’ pro- 
gram on American Broadcasting 
Company. 


Form Philadelphia Co. 


Harold R. Sharp, formerly news- 
paper feature syndicate and spe- 
cial edition writer, and Forrest H. 
Riordan, formerly newspaper and 
magazine executive in the Phila- 
delphia field, have formed their 
own company, Sharp-Riordan Or- 
ganization, advertising representa- 
tive, with offices at 1328 Chestnut 
St., Philadelphia. 


Bartlett Forms Agency 

Burke Bartlett, head of the sales 
and advertising department of 
Eclipse Counterbore Company, De- 
troit, has resigned to form an in- 
dustrial advertising agency, the 
Burke Bartlett Company. The new 
firm, with offices in the Stephenson 
building, will specialize in tool 
and equipment accounts. 


In 
financial 


- 
orm 
- 


Se pen oee 


advertising... 


The Chicago Sun carried over one-fourth of all financial advertising linage 
placed in Chicago’s five newspapers during the first eleven months of 


this year. . 


. had by far the /argest linage gain over last year... 


has 


consistently increased its share of the five-paper total every “‘first eleven 


months” period since 1942.. 


. is the Number Two Medium for financial 
advertising in America’s Second Biggest Market. 


Source: Media Records 


THE CHICAGO SUN 


400 W. Madison St., Chicago 6, Ill. © 250 Park Ave., New York 17, N.Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue « NEW YORK: 230 Park Avenue 


Atlanta « Charlotte ¢ Dallas « Kansas City « Los Angeles « Memphis ¢ 


St. Louis @ San Francisco 
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DON’T JAB e@e3e8 ®@ 
WITH A SUNDAY PUNCH 


You can’t afford to peck away with jabs in your most important 
markets. To do a real selling job you need the drive and concen- 
trated power of a Sunday Punch. 


FIRST 3 provides that Sunday Punch in America’s first 3 markets. 
(1) Highest reader traffic — rotogravure and colorgravure. (2) Highest coverage 
—the New York Sunday News, the Chicago Sunday Tribune and the Philadel- 
phia Sunday Inquirer—each first in circulation and in display advertising. 
FIRST 3 reaches 66.8% of the families in these metropolitan areas and provides 
strong coverage in the hundreds of cities and towns in the surrounding territory. 


FIRST 3’s greater market area provides a rich sales territory account- 
ing for 40.1% of the total U. S. retail sales and 42.4% of the total 
U. S. food sales. Jolt your sales in your most important markets 
and support your national advertising campaign with FIRST 3’s 
Sunday Punch. Total circulation more than 6,400,000. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure » Colorgravure 


THE GROUP WITH THE SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 © 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Ford Appoints 


McGinnis Chief 
of Ad Department 


Detroit, Jan. 3. — Frank J. Mc- 
Ginnis, vice - president of Camp- 
bell-Ewald Company in charge of 
the Chevrolet account, has been 
appointed to supervise all Ford 
passenger car advertising in an 
expansion and reorganization of 
the Ford Motor Company’s adver- 


tising department. 

Ben R. Donaldson, with the 
company for the past 25 years in 
various advertising capacities, has 
been appointed as its director of 
advertising, to coordinate advertis- 
ing activities. Walter E. Blan- 
chard, prior to the war managing 
director of the National Auto- 
mobile Dealers Association and 
since 1941 in the Ford government 
contracts department, will assist 
Mr. Donaldson. 


After 44 months’ service with 


the Army air forces, John S. Lueck 
has joined the Lincoln - Mercury 
advertising department. Before 
the war he was associated with 
the export advertising department 
of Chrysler, and previously served 
with Campbell-Ewald Company. 
Rudy Speerschneider is to 
handle displays and special ex- 
hibits for Ford, a position he has 
held with other auto manufactur- 
ers. Henry Krigner, in the Navy 
during the war and previously 
with the sales promotion and ad- 


vertising department of Lever 
Bros. Company, has been added to 
the Ford advertising staff. 


Uses National Ads 


Betty Blanc & Co., operator of 
Nancy’s, Hollywood women’s ap- 
parel store, has scheduled a na- 
tional ‘advertising campaign of 
bleed pages in Harper’s Bazaar, 
Mademoiselle, Town & Country 
and Vogue. Mail order copy also 
is to appear in Charm and Junior 
Bazaar, through Abbott Kimball 
Company, Los Angeles. 
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Editorial Specialization Helps Simplify Your 
Selling the Vast Railway Market 


T HE railroad world today is made up of several divisions of activity for 

which specific groups of specialized key men are responsible. These 
definite divisions include the executive, managerial and purchasing 
groups; the mechanical and allied electrical group; the engineering and 
maintenance group; and the signaling group. 


The complexity of modern railroading demands specialization in the 
business papers serving this industry. The four Simmons-Boardman 
selective publications, illustrated below, fill this need. 


These publications have simplified your problem of reaching the particu- 
iar railway men who are interested in your products. They are a working 


105 W. Adams 8t., Chicago 3 
330 W. 6th St., Los Angeles 14 300 Montgomery St., San Francisco 4 


part of modern railroading. Edited by experts, they command confidence 
and recognition among railway men as the means of keeping informed on 
the technical developments and business news of the industry. They have 
a combined distribution of more than 25,000. 


Through these publications you can tell your product story in terms of 
the interest and problems of the buyers and users of your products—backed 
by an editorial service devoted to their specific interests. In the first ten 
months of 1945, advertisers used some 5,733 pages of advertising in these 
four publications to tell their story to the railroads. 


Our office nearest you will be glad to furnish detailed information. 


Simmons-Boardman Publishing Corporation 


30 Church Street, New York 7, N. Y. 


Washington 4, D. C. 


Terminal Tower, Cleveland 13 
Henry Bldg., Seattle 1 


4518 Roland Ave., Dallan 4, Texas 
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Advertising Age, January 7, 1946 


Barry Ryan Will 
Succeed Father at 
Ruthrauff & Ryan 


New York, Jan. 4.—Frederick B. 
Ryan has been succeeded as presi- 
dent of Ruthrauff & Ryan, Inc., by 
his son, Fred- 
erick B. Ryan 
Jr.. who was 
recently dis- 
charged from 
the Navy. Mr. 
Ryan Sr. will 
continue his 
connection ;with 
the agency as 
chairman of the 
board. 

The new 
president was 
trained in the agency and has been 
particularly active in the radio de- 
partment. In 1937 he was made a 
director and vice-president and in 
1942 was named treasurer. As 
Barry Ryan, he was a well known 
football player at Yale in 1928. 

Mr. Ryan Sr. gave up engineer- 
ing in 1912 to form a mail order 
agency with Wilbur B. Ruthrauff, 
who was active in the agency until 
his death in 1941. Two of the 
agency’s oldest accounts, which 
built up their business through 
mail order advertising, are the 
U. S. School of Music and Arthur 
Murray dance studios. 

Among other leading accounts 
which the agency handles today 
are American Airlines, Dodge di- 
vision of Chrysler Corporation, 
Chrysler radio institutional adver- 
tising, American Tobacco Com- 
pany, Quaker Oats and Lever 
Bros.’ Rinso, Lifebuoy and Spry. 

Ruthrauff & Ryan’s total billings 
for 1945 are estimated at $30,000,- 
000. 


Tobe Retailing Award 


Goes to H. S. Marcus 


The Tobe Award of 1945, given 
by Tobe & Associates, New York, 
for distinguished contribution to 
American retailing, will be pre- 
sented to H. Stanley Marcus, ex- 
ecutive vice-president of Neiman- 
Marcus, Dallas, in the Crystal 
Room of the Ritz-Carlton Hotel, 
New York, Jan. 9. 

Adam Gimbel, president of Saks 
Fifth Avenue and last year’s win- 
ner, will make the presentation. 

Walter Hoving, just resigned as 
president of Lord & Taylor, was 
the recipient in 1943, the first 
year the award was made. 


Five Name Wellman; 


Resigns Chunk-E-Nut 


Wellman Advertising Agency, 
Philadelphia, has been named to 
handle the advertising of Ameri- 
can Lumber Corporation, Custom 
Maid Brassiere, Eastern States 
Paint & Varnish Company, The 
Famise Corporation and Hobbies 
Unlimited, Philadelphia. 

The agency, now located in the 
Bankers Securities building, Phila- 
delphia 7, has resigned the account 
of Chunk-E-Nut Products Com- 
pany, Philadelphia. 


Buys ‘Aero Products’ 


G. Haines Trimingham, pub- 
lisher, has purchased controlling 
interest in Aero Products, New 
York, from Edgar H. Bauman, for- 
mer publisher, who will continue 
as editor-in-chief on a long term 
contract. 


F. B. Ryan Jr. 


“The Latest 
AIRLINE SCHEDULES 


AMERICAN AVIATION TRAFFIC GUIDE 


In use constantly by airlines and frequent 
pn gana and travellers. Publ and 
monthly. 


The Standard Guide to Air Transportation 
Timetables — Fares — Routings — Mape 


Subscriptions: $5.00 a year 
(12 monthly volumes end supplements) 


AMERICAN AVIATION PUBLICATIONS 


American Building Washington 4, D. C. 
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To America’s Drug Trade Manu 


Cr yes Res, aay. 
eo ode 


EE that book above? It’s filthy, grimy, dog-eared, tattered and torn. 
Pages and ads literally worn out. 


No wonder! Day after day—morning, noon and night for one solid year— 
this book took a beating in the 102-year-old Bendiner & Schlesinger Phar- 
macy, Third Avenue and 10th Street, New York City. 


Eight counter pharmacists, and ten prescription clerks in the compounding 
department, thumbed its pages. In fact, James F. Schlesinger, of the 
Bendiner & Schlesinger Pharmacy, estimates that this copy of Drug Topics 
Red Book was used 80 times a day—think of it, approximately 29,200 times 
during the year. That’s usage! 


Why was this Drug Topics Red Book so pummeled? Why do all Drug Topics 
Red Books take such merciless beatings? BECAUSE THE DRUG TOPICS 


RED BOOK IS THE MOST VALUABLE WORKING TOOL THE 
RETAIL DRUGGIST HAS—HIS MORTAR AND PESTLE ONLY 
EXCEPTED. CONSIDER: 


1. The druggist refers to the Drug Topics Red Book when customers call on 
him for products which he does not regularly carry in stock. These calls are 
innumerable, since the average druggist has only about 8,000 items on his 
shelves whereas approximately 115,000 drug store items are more or less in 
common demand. 


2. The druggist uses the Drug Topics Red Book daily in his work with 
physicians. When doctors ask for facts about ethical specialties, the Drug 
Topics Red Book provides the technical information sought. 


3. The Druy Topics Red Book tells the druggist who makes what and how 


» 


and Extra Profits 
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and Retailers 
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much it costs—gives him the addresses of all manufacturers so that he can 
quickly get information or supplies for customers. 


4. Through the Pharmacists Reference Section, the Drug Topics Red Book 
provides scientific tables, charts, formulae and legal information invaluable 
to the practicing apothecary and constantly used. 


* * * * 


Yes, hour after hour, day after day, the Drug Topics Red Book slowly wears 
itself out in the service of the retail druggist—not only in the Bendiner & 
Schlesinger Pharmacy but in all busy drug stores. 


Consequently, your ad in each year’s issue of this indispensable reference 
volume is, we submit, the hardest-working ad you can insert in any trade 
publication anywhere. And the “‘filthy literature’ you see above proves it. 


Right now, in every drug store in the country, there is a nice clean, unsullied, 
issueof the Drug Topics Red Book. Itwas 
recently delivered. It looks beautiful. 


But a year from now these handsome 
books won’t look the same. They’ll be 
filthy, grimy, dog-eared, tattered and 
torn—they’ll be ‘‘filthy literaturc’’ too. 
And the advertisers whose messages 
are to be found in them will have had 
the longest and the strongest run for 
their money that the publishing busi- 
ness provides. Drug Topics Red Book, 
330 West 42nd Street, New York 18, 
New York. 


CONSULTED 6 MILLION 
TIMES A MONTH BY 


AMERICA'S RETAIL DRUGGISTS 


DRUG TOPICS RED BOOK 
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Four Nets’ Sales 
Steady in 1945; 
NBC, MBS Gain 


New York, Jan. 3.—Gross time 
billings of the four major net- 
works—American, Columbia, Mu- 
tual and National—in 1945 were 
estimated to total about $191,000,- 
000 as compared with about $189,- 
000,000 in 1944. 

Although American’s volume de- 
clined about 3% during the year, 
from $41,356,129 to about $40,000,- 
000, and Columbia’s dipped 1.6% 
from $66,791,319 to about $65,- 


400,000, Mutual’s rose 10.9% and 
National’s 7%. Mutual gained 
from $18,533,560 in 1944 to about 
$20,500,000, while NBC rose from 
about $61,300,000 to about $65,- 
600,000. 

NBC does not use gross billings 
figures—in fact, does not release 
billings figures at all—but esti- 
mated to AA an increase of 54% 
in net billings in 1945. 


Kobak Predicts Gain 


Mutual’s gain of approximately 
10.9% was predicted by Edgar 
Kobak, president, in November, 
1945, when he celebrated his first 
anniversary as head of the net- 
work. Mr. Kobak also foresaw a 
growth in station affiliates for Mu- 
tual from 284 to 325 in 1946. The 
netwcrk added 39 outlets in 1945, 
including the two 50,000-watters, 


WLW, Cincinnati, and KOB, Al- 
buquerque, and the 5,000-watt 
WHTD, Hartford. 

The network’s two best months 
were September, which showed a 
12% gain over the same month in 
1944, and December, 40% over 
December, 1944. The main reason 
for this end-of-the-year gain was 
Mutual’s contract with General 
Motors Corporation, Detroit, for 
a twice weekly half hour on 280 
stations. 


Best Year Ahead 


Mr. Kobak points out in his 
year-end summary that Mutual 
enters its 12th year with “more of 
the nationally important advertis- 
ers on its client list than it has 
ever had before.” Since Jan. 1, the 
network has added five of the 10 
largest network advertisers—Alka 


Seltzer, American Home Products, 
Coca-Cola, General Foods and 
Procter & Gamble. The five sponsor 
eight hours weekly on MBS, four 
on the full network. 

Among Mutual’s “old advertis- 
ers making greater use of the net- 
work during 1946” are Barbasol, 
Bayuk cigars, Petri wine, Ralston 
Purina, Serutan, R. B. Semler, 
Vick Chemical and Zonite. 


NBC Adds 12 Stations 


NBC, which is reported to have 
increased billings in 1945 over 
1944, but which continues its pol- 
icy of not releasing actual figures, 
added 12 affiliates last year, bring- 
ing its total to 147 by day and 
149 stations at night. The net- 
work has issued a rate card, No. 
32, effective Jan. 1, incorporating 
these station additions, but with 
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no other major changes in rate 
structure. 

Niles Trammell, president of 
NBC, predicting 1946 as “‘radio’s 
greatest year,” pointed out that 
NBC celebrates its 20th anniver- 
sary in 1946. Television, he feels, 
“will be launched on a national 
scale,” with stations established in 
major cities, receiving sets rolling 
off the assembly lines, and a tele- 
vision network operating between 
New York and Washington, taking 
in Philadelphia and Baltimore. 

Ending the year with 195 affil- 
iates, the American Broadcasting 
Company, through President Mark 
Woods, stated its position with re- 
spect to frequency modulation. Al- 
though believing that FM even- 
tually “will be the principal me- 
dium of broadcasting, particularly 
in urban areas,” Mr. Woods said 
that AM, or standard broadcast- 
ing, will always be needed to pro- 
vide rural service. 

Mr. Woods also said that ABC 
urged “every local and regional 
affiliate to apply for FM and be- 
come active in its development.” 
He concluded that ABC does not 
believe the radio industry “should 
draw back from FM because of 
Mr. Petrillo’s recent edict . 
(which) is but one phase of an 
over-all problem which involves 
the broadcasting industry as a 
whole.” 


CBS Adds Twelve 


During 1945, CBS added 12 sta- 
tions, and signed a contract, effec- 
tive in March, with WPAY, Ports- 
mouth, O. The network has a 
total of 147 stations in the United 
States, and an additional six in 
Canada and the territories. CBS 
continued to advocate that tele- 
vision be located in the ultra- 
high frequencies of the radio spec- 
trum. High-definition video pic- 
tures in color were broadcast in 
the high frequencies soon after 
V-J Day, and in December, CBS 
invited the press to a showing of 
high-definition pictures on Jan. 8. 

In October, the FCC officially 
approved the CBS revision of the 
FCC’s allocation plan for FM sta- 
tions in the northeastern states, 
providing increased coverage and 
greater equality for the affected 
stations. 

The approximate 1.6% loss in 
billings which CBS sustained for 
1945 is chiefly attributed to the 
cancellation of several of the net- 
work’s world news _ programs, 
which the larger advertisers took 
off the air soon after the close of 
the war. 


Washer, Ironer Lead 


New Morton Appliances 


Morton Appliance Company has 
been formed by Milton M. Ohrin- 
ger at 666 Lake Shore Dr., Chi- 
cago, as a national sales organi- 
zation for a line of appliances 
under the Morton label. 

First products are a wringer- 
type washer, to retail at approxi- 
mately $89.95, and an electric 
ironer to retail at about $119.95. 
National advertising to consumers 
will be scheduled. 


McKim Extends Account 


Canadian Pacific Railway Com- 
pany has appointed McKim Ad- 
vertising Ltd. to handle institu- 
tional advertising in the United 
States. The agency has directed 
CP’s advertising in Canada for 
many years. 
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Little stars shared the spotlight with big ones 
at The Chicago TIMES Harvest Moon Festival. 18,500 
enthusiastic Chicagoans packed the Stadium at top 
prices, a turn out in direct support of The TIMES 
Purple Heart Fund for the GIs hospitalized in the 
Chicago area. 


Expertly timed and well executed, this event 
presented the best in local singing and dancing 
talent, backed up by the big stars of stage, screen 
and radio. 


This whole hearted response of its readers 
mirrors one of the many reasons why the TIMES 
leads the Chicago evening newspaper field in city 
circulation, and presents to the advertiser an eager, 
productive readership. This reader audience is 
available at one of the lowest milline rates for eve- 
ning newspapers in America. 


‘THE ‘TIMES 


CHICAGO’S ETURE NEWSPAPER 
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Time’ Purchases 
Third Paper Mill; 


Starts Research 


Intends to Improve 
Paper, Ink, Presses 
in Over-all Research 


New York, Jan. 4.—With its ac- 
quisition of a third paper mill, 
Hennepin Paper Company, Little 
Falls, Minn., Time, Inc., is fully 
embarked upon a long-range re- 
search, production and develop- 
ment program which shows signs 
of transforming the Luce enter- 
prises into a vertical operation ex- 
tending from forest reserves of 
wood pulp to the finished printed 
magazine. 

The company’s other paper mills 
are the Bryant Paper Company, 


Kalamazoo, Mich., and the Maine 
Seaboard Paper Company, Bucks- 
port, Me. Bryant is a source of 
additional paper for Time’s pub- 
lications — Architectural Forum, 
Fortune, Life and Time — but the 
paper company’s commitments to 
previous customers before its ac- 
quisition by Time in February 
limit the amount available. Maine 
Seaboard is now engaged in con- 
version from newsprint to book 
paper. This company, too, is ful- 
filling existing commitments to 
other companies. 

Hennepin will be operated by St. 
Regis Paper Company, New York, 
which also operates Maine Sea- 
board for Time, Inc. Its mill, lo- 
cated on the Mississippi about 100 
miles above Minneapolis, has a 
capacity of 15,000 tons annually. 
This capacity has been mostly 
newsprint, but the mill can also 
make lower grades of paper for 
coating and use as book paper. 

The acquisition of paper mills, 
however, puts the company in a 
position to concentrate production 
of paper according to its own re- 


quirements and to standards de- 
veloped as part of an integrated 
long-range research program now 
getting under way. 

On an 18-acre tract at Spring- 
dale, Conn., Time, Inc., is con- 
structing an experimental labora- 
tory and machine shop where its 
research activities will be cen- 
tralized, supplemented by work 
now being carried on at Bryant 
Paper Company’s newly-com- 
pleted laboratory in Kalamazoo. 
The long-range objectives of the 
program are to develop faster 
printing of higher quality through 
integrated experimentation in 
fields which have hitherto been 
explored individually. 


Speed is Vital 


With Life guaranteeing 4,500,- 
00Q circulation effective April 1 
and 5,200,000 effective Oct. 7, and 
Time guaranteeing 1,300,000 ef- 
fective March 4, the concern with 
speeding up printing processes and 
developing higher quality printing 
and color reproduction facilities 
is natural, since even the slightest 


percentage of improvement spread 
over millions of copies pays off. 

With particular emphasis on 
color reproduction, the researchers 
are seeking to devise better inks 
for printing at uniformly high 
quality and faster speeds, paper 
with a uniform surface and other 
qualities necessary for reproduc- 
tion with both speed and quality, 
and presses built to newer and 
more exacting specifications. 

In extending its research opera- 
tions to all phases of publication, 
the Time organization hopes to 
lick problems together that might 
be insoluble if taken separately. 

Faced with presses that some- 
times average only 40% to 60% 
of capacity output, the research 
program is adopting a course that 
some printers might consider im- 
practical and uneconomic. Its ul- 
timate objective is to build 
presses, paper and plates to such 
a high degree of mechanical tol- 
erance that mechanical obstacles 
such as “make-ready” will be 
minimized. 

Similarly, in the field of color 


There's 


N. W. AYER & SON, Inc. Philadelphia + 


Hollywood * 


San Francisco * 


There they are—stars of the Rexall Drug Radio 


Show, and one of the nation’s top comedy 


teams—Jimmy Durante and Garry Moore. 


12,000,000 listeners every Friday 


is the radio audience for this 


show. Results, in terms of Rexall products 


sold across the counter, make a mighty 
interesting story. You'll hear more about 


it as time goes on. 


The United-Rexall Drug Company, 
our client, is the largest business 


of its kind in the world. 


New York °* 


Boston © Honolulu «* London 


Chicago °* 


Detroit 
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reproduction, the over-all research 
approach is being applied in an 
attempt to cut the cost, increase 
the speed and improve the quality 
of color reproduction. 

One development of Time’s for- 
mer researches is a black and 
white ink made from corn deriva- 
tives. Now in the experimental 
production stage, this ink is the 
product of five years of research 
and is said to be quicker drying 
with less heat, to give greater 
contrast in pictures, and to dry 
with a higher finish than existing 
inks. Its press performance is said 
to be satisfactory. 


Program in Infancy 


The over-all integrated experi- 
mental program, however, is still 
in its infancy. The general ob- 
jectives have been formulated, but 
the specific achievements to be 
expected are still very tentative. 

An illustration of the problems 
encountered in this. kind of work 
is provided by the research on the 
new ink described above. When 
work began on the new ink, it was 
expected to take several months 
to develop. After five years, re- 
sults are beginning to shape up. 

“But,” as one Time executive 
said, “if you could just look at 
our balance sheets, you would see 
that, whatever the costs (of the 
laboratory work or the equipment 
it develops) any results will be 
well worth it.” 

The Springdale laboratory is 
scheduled for completion in April 
and will employ approximately 
125 people. 

Similar work is said in pub- 
lishing circles to be under way 
in the taking, processing and 
transmission of news pictures. 

Last year Time, Inc., completed 
a revolutionary development in 
circulation practice by setting up 
the huge Life subscription lists on 
International Business Machine 
cards. Hundreds of women work- 
ers in several cities prepared the 
lists on IBM cards, the first such 
application of the cards, formerly 
used for market analysis and the 
like. The circulation department 
now sends bills and renewal no- 
tices on IBM forms, and needs only 
to keep the cards up to date at its 
offices in Chicago. 


CUNEO LAUNCHES 
RESEARCH PROGRAM 

Chicago, Jan. 3.— Cuneo Press, 
one of the nation’s largest print- 
ing houses, has launched an ex- 
tensive expansion of its develop- 
ment and research program, with 
the intention ultimately of investi- 
gating all paper, ink, machinery 
and other aspects of the printing 
field in order to improve printing 
methods. 

Dr. Fred F. Diwoky, in the 
chemical warfare service at Mas- 
sachusetts Institute of Technology 
during the war, and before that 
with the research department of 
Standard Oil Company of Indiana 
for 12 years, has been appointed 
director of Cuneo’s research and 
development department. 

Immediate plans call for con- 
structing a large laboratory in the 
Cuneo plant here to determine 
how various “conditions” cause 
variations in effective use of dif- 
ferent materials, and to establish 
standards and specifications for 
materials and equipment. 

The department will later seek 
to coordinate efforts of paper, ink 
and equipment manufacturers. 
The company plans to devote spe- 
cial attention to new techniques 
in color reproduction. 


WANT AN IDEA? 


Vitally needed by every business 
person. Helps you think up thou- 
sands of advertising and business- 
P tion ideas. Includes Chapter 
on Story-Writing ideas. Simply- 
explained . . . quickly-consulted— 
complete with actual examples. 
Just one of its ideas may be worth 
hundreds of dollars to you! Order 
your copy today, “How to Think up’ 
5,000 Ideas,” only... ..++-+0008 


CLARK PRESS, 192 N. CLARK ST., CHICAGO 1, ILL 
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271 Madison Ave., New York 16, N. Y. 
235 Montgomery St., San Francisco 4, Calif. 


Kitchen 


WEEKDAY COLUMN IN LEADING NEWSPAPERS 
ZATURING 


Recipes .... Food Features... . Household Hints 


Our Sunday column currently carries 
leading food and household products 
(see recipes and food news clipped 
from the BUY-LINES columns)...and 
we've been waiting since February 
1944 for more newspaper space to 


expand into a 


Thursday eve- 


ning or Friday 
morning column, 
beamed at Mrs. 
Housewife when 
she makes up her 
week-end shop- 
ping list. 


* * * 


So place your Contract for our WEEKDAY 
Editorialized Advertising column NOW... it will 
hold an exclusive franchise for your product 
until space is available later in 1946... 


For Further Information Write to 


BUY-LINES 


i currently published in 60 Sunday NEWSPAPERS FROM COAST 


Nuney 
Sasser” 


--- 13,000,000 WEEKLY CIRCULATION -.-.- 


360 N. Michigan Ave., Chicago 1, IM. 
411 W. Fifth St., Los Angeles 13, Calif. 
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Others Won't Copy 
Remington Rand 
on ‘Commissions’ 


New York, Jan. 3.—Leading 
competitors in the office equipment 
field do not plan to follow the re- 
cently-adopted policy of Reming- 
ton Rand, Inc., in reducing by 25% 
the commissions of all its sales- 
men who earn more than $5,000 
a year, AA has learned. 

In fact, one company which had 
placed its salesmen on a straight 
salary basis during the war plans to 
return to the commission system. 
Others say that their basis of pay- 
ment remains unchanged. One or 
two declined to comment. 

The policies of several were ex- 
pressed by H. L. Pfau, general 
sales manager of the Globe-Wer- 
nicke Company, Cincinnati, in 
saying: “It has been our experi- 


ence that the greater a salesman’s 
earnings, the better job he does for 
the company. 


Favor Increased Earnings 


“The work to be done in our in- 
dustry is of such importance that 
anything we can do to encourage 
the highest type of salesmen, ... 
the better for the customer and for 
the company. We have no plans 
for reducing the compensation of 
our men; we would rather see 
their earnings increased.” 

The Remington Rand policy was 
induced in part by wartime “wind- 
fall” commissions, AA was told, 
which in at least one case sent its 
salesmen’s compensation up _ to 
$150,000 a year. 

Officially, Remington Rand’s 
general sales committee told its 
men: 

“Due to the increasing costs of 
production and existing price con- 
ditions which have brought about 
decreased margins between cost of 
goods and selling prices, together 
with the company’s tremendous 
backlog of unfilled orders, it be- 


comes necessary to make immedi- 
ate adjustments on all items af- 
fecting cost of distribution.” 


Booked at 75% 


On all orders booked on and 
after Nov. 19, 1945, “sales commis- 
sions will be booked at 75% of the 
rates in effect previous to that 
date. 

“Income statements will be re- 
viewed and any sales representa- 
tive whose total payments (salary, 
sales commission and other forms 
of compensation) received are less 
than $5,000 . . . will have his sales 
commission credits adjusted ... 
and he will receive the other 25% 
or proportionate part thereof, up 
to total earnings of $5,000. Where 
earnings for such period exceed 
$5,000, no adjustment will be 
made.” 


Affects Branch Managers 


The plan “applies to all direct 
salesmen and to the personal sales 
of branch managers for all di- 
visions of the company,” and 
covers all its products and serv- 


ices. 
and branch managers on military 
leave . . . and to those who later 
return while this plan is in effect.” 
New salesmen employed after Nov. 
19 receive 75% of normal commis- 
sion rates. 

Remington Rand announced the 
new policy “with the greatest re- 
luctance, to protect the future suc- 
cess and progress of the company. 
The management pledges full sup- 
port to increasing the output of 
the factories to the utmost in order 
that the greatest possible earnings 
may be available to the sales or- 
ganization.” 


Display Market Week 
Scheduled for June 


The National Association of 
Display Industries has announced 
that its mid-year display market 
week will be held in New York, 
June 22-29. Out-of-town exhibitors 
will be located in the New Yorker 
Hotel, while others will set up 
displays in their own offices. 

The International Display As- 
sociation will hold its annual 
meeting at the same time. 


When there was no wind, he hoped there 


would be water. 


Whatever the weather, 


the people would eat their daily bread.. 


Every Day. 


Finally he installed electricity, stopped 


worrying, and merrily ground away! 


A manufacturer... or his advertising 


agency.. 


keeps his product moving off 


shelves and into consumers’ hands when he 


cr? 
fay Y 
3 - 


wowo - 


KEX -« 


continually keeps his sales-messages in the 


public consciousness. 
efficient way to do this. 


Broadcasting is an 


Westinghouse stations will keep you in 


touch with most consumers in six very 


important markets: 


(Mass.), Philadelphia, 


Boston, Springfield, 
Pittsburgh, Fort 


‘Wayne, and Portland, (Ore.). Our national 
representatives will help with details. 


KYW + KDKA ~-« 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ . 


WBZA 


Represented Nationally by NBC Spot Sales—Except KEX « KEX by Paul H. Raymer Co. 


It applies also to “salesmen | # 
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Higgins Group’ 
Offers Appliances 
to 1,300 Dealers 


New Orleans, Jan. 3.—Industries 
Sales Corporation, organized by 
three former employes of Higgins 
Industries, Inc., to whom An- 
drew J. Higgins recently gave his 
company’s appliance division in 
appreciation of their “loyalty and 
efficiency,” will distribute appli- 
ances to 300 franchised and 1,000 
non-franchised dealers in Louisi- 
ana, Mississippi, Alabama and 
Florida. 

Higgins Industries recently de- 
cided to liquidate because of labor 
troubles. The three recipients of 
the appliance division are J. O. 
Crary, L. V. Busenlener and W. H. 
Bramblett. 

Mr. Bramblett told ApvERTISING 
AcE that the new company will 
“distribute a complete line of 
home appliances, air conditioning, 
refrigeration, heating, ventilating 
and allied products.” 

Included, he said, are Motorola 
home and auto radios, Blackstone 
laundry equipment, Eureka 
vacuum cleaners, cordless irons 
and garbage disposers, Electro- 
master electric ranges and water 
heaters, Acme kitchen cabinets, 
Murphy Cabronettes, Manning- 
Bowman appliances, Rittenhouse 
chimes, Kitchnaid products, Tele- 
chron clocks, Everhot appliances, 
Arvin appliances, Carrier air con- 
ditioning and refrigeration, Web- 
ber show case fixtures and re- 
frigeration products, Utility ven- 
tilating and heating, Herman: Nel- 
son fans. Folsum heating and 
ventilating products, American 
Gas Machine products, Delco 
water systems, Gallaher ventilat- 
ing products and General Lumi- 
nescent Colavolt. 

Negotiations have not been com- 
pleted, Mr. Bramblett explained, 
for domestic refrigerators, gas 
ranges and dishwashers. 

The company will conduct “ag- 
gressively factory and dealer co- 
operative advertising through 
newspapers, radio, outdoor posters 
and theaters.” The amount of the 
appropriation has not been de- 
termined. 


Baker Division Moves 

All general offices of the Frank- 
lin Baker division of General 
Foods Corporation have been 
~~ to the plant in Hoboken, 


EVER UPWARD 
ON THE CHART 


Greater Greensboro is GREATER 
because of the unparalleled growth 
of its business enterprises and the 
assured building boom. No Market 
uncertainty where THAT occurs. 


Commerce and Industry are joining 
to create the most notable upward 
swing in our history. Peace-time 
production, demand, orders, make 
it necessary. 


A survey shows that hundreds of 
established plants are modernizing. 
enlarging, adding, building, buying 
new equipment, increasing operating 
personnel. 
In a market with a trading 
area of 590,174 The News 


and Record keep progressive 
pace with the community. 


NEWS as RECORD 


GREENSBORO DAILY NEWS 


“MORNING. —) , 


arenes’ 


‘EVENING EXCEPT SUNDAY. 


JANN & KELLEY, 


Natsonal Represcntotives 
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Maybe you're Missing Si omethin 1g In California’s 


BILLION DOLLAR VALLEY OF THE BEES 


The Sacramento Bee The Modesto Bee The Fresno Bee 


yo DON’T NEED a microscope to see the sales potential in Cali- 
fornia’s Billion Dollar Valley of the Bees. It stands out as a 
market you can’t afford to miss. In population it’s bigger than Cleve- 
land or the whole state of Oregon. Its Effective Buying Income in 
one year jumped 16.5% — to 1% billions. Retail sales zoomed to 
876 million.* 


Those are important facts for advertisers to know about this 
market whose EBI ranks it as the “6th city of the U.S.” But even 
more important — all signs point to continued growth of popula- 
tion and buying power in Sacramento, Modesto, Fresno and other 
parts of the Valley. Don’t expect the end of war spending to inter- 
fere with its amazing progress. Because in this inland California 
valley, there were no aircraft factories to become idle . . . no vast 
war plants to padlock. 


The only newspapers that really blanket the Valley are 
The Sacramento Bee, The Modesto Bee and The Fresno Bee. These 
three McClatchy newspapers tell your story in an area where live 
83°/, of those people ... where 81°/, of that EBI is concentrated ... 
where 88%, of all those retail sales are made. 


oo 


SACRAMENTO 


Big payrolls are permanent in thriving Sac- 
ramento. For instance—both the Southern 
Pacific and Western Pacific railroads have 
their main shops here. In 1944 they paid 
$12,573,947 in wages. In the ABC city zone 
94 out of every 100 families get The Sacra- 
mento Bee at home. 


“Sales Managem--nt’s 1945 Copyrighted Survey 
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1946-A Year of Decision 


During 1946 the American peo- 
ple will have to decide—perhaps 
for all time to come: 

... Whether our traditional form 
of government shall be continued 
or replaced with something else. 

. .. Whether freedom of enter- 
prise and opportunity shall remain 
the touchstone of American life 
or be submerged under new social 
concepts. 

. . - Whether capital and labor 
shall continue to scratch and bite 
each other like alley cats, or co- 
operate for their common benefit 
and the good of all. 

... Whether small segments of 
the population shall be permitted 
to continue throwing sand into the 
gears of the social and economic 
machine, without regard to the 
effect of their actions on the lives 
and livelihoods of millions of their 
fellow citizens. 

. Whether, having put to- 
gether the greatest productive 
plant since the world began, we 
shall use it to the benefit of all, or 
let it rust in idleness while em- 
ployment declines, opportunity 
fades, and want stalks gauntly in 
the very midst of plenty. 


These are some of the decisions 
which Americans must make this 
year. We cannot escape making 
them, we cannot delay making 
them, we cannot filibuster against 
them. They will be made as much 
by inertia and inaction as by ac- 
tive force. But they will be made, 
and quickly. 

To a greater or lesser degree, the 
use of the advertising method will 
help in the making of all these de- 
cisions. Advertising has emerged 
from the war with new stature, 
new tasks and new duties. It will 
never again be confined only to 
the sale of goods and services. It 
has too clearly demonstrated its 
potency in the promulgation of 
ideas to be overlooked in the 
struggle of social concepts. 

Advertising alone cannot shape 
the decisions to be made in this 
most important year of decisions, 
but it can exert a mighty force. 
Used intelligently and well, with 
high integrity and a sincere re- 
gard for the public welfare, it can 
do much to insure that the de- 
cisions we make in 1946 will never 
be regretted by the American 
people. 


Rugged Individualism, Sponsored 


One of the strangest phenomena 
of the times is the return of what 
we once called rugged individual- 
ism in journalism, this time with 
an assortment of cosmetic, gas and 
oil, food and drug advertisers pay- 
ing the bills. 

The same advertiser who scans 
his printed copy with a high power 
microscope to make absolutely cer- 
tain that nothing in it can give the 
slightest offense to any group or 
segment of the population, on the 
theory that men and women in all 
walks of life are potential custom- 
ers, seems to have no objection 
whatever to paying the freight for 
a radio commentator who lam- 
bastes one segment of the popula- 
tion unmercifully one week, damns 
another segment to eternal perdi- 
tion the following week, casts 
poisoned darts at still another 
group the third week, and then 
starts all over again. 

Equally strange is the willing- 
ness of radio advertisers to pay 
good money so that their name 
stars may devote precious minutes 


of air time to building up their 
own reputations, to plugging the 
grade B pictures which they and 
their friends have made, and to 
promoting pet projects of all kinds, 
under the guise of entertainment. 

The advertiser who finds it dif- 
ficult or impossible to devote a 
portion of his printed advertising 
to a public-welfare program be- 
cause he might thereby offend 
some of his customers or prospects, 
or because such advertising might 
detract from his selling arguments, 
finds nothing strange about devot- 
ing much or even all of the time 
he pays for on the air to projects 
which he wouldn’t touch in print. 
And the advertiser who insists that 
his brand name must be dominant 
in every ad, has no qualms about 
submerging his product to a radio 
personality who might be, and 
sometimes is, found plugging a 
competitor’s product with equal 
ardor and more profit 26 or 52 
weeks hence. 

It must be that “radio is dif- 
ferent.” 


—KMBC Heartbeats 


"That Borden cheese advertising is very realistic." 


France Picks Up 
One of the nicest things we’ve 
seen in a long time is a copy of the 
September-October, 1945, issue of 
La Publicite de France, “new series 
No. 1” of an advertising publica- 
tion which was started in 1923. 
Somehow, appearance of this pub- 
lication, even though it contains a 
few strange things, such as official 
authorization from certain govern- 
ment departments, makes us real- 
ize more vividly than before that 
France will again take a proper 
place in the civilized world, no 
matter how tough things look now. 
The book itself is excellent; in 
fact, under the circumstances, it 
seems little short of magnificent. It 
is a full-size volume of 124 pages, 
excellently printed on good stock, 
and even contains a few full-color 
illustrations which are quite well 
reproduced. It’s bound with wire, 
and contains a review of advertis- 
ing developments in France and 
“throughout the world.” And since 
there has not been too much ad- 
vertising in France since the last 
issue, much of the volume contains 
material dealing with the path- 
ways of advertising and publicity 
in other countries, including Great 
Britain and the United States. 


Newspaper Story 

The New Orleans Item has pro- 
duced a 20-page file-size “Story of 
the New Orleans Item” for general 
distribution. In words and pic- 
tures it tells what the newspaper 
publishing business is all about, 
and follows copy through from the 
gleam in someone’s eye to the fin- 
ished product in the hands of the 
reader. The job was produced, 
incidentally, under the direction 
of Evans Rogers, who has the un- 
usual title of “civic affairs man- 
ager” of the Item. 


Baskets for Artists 

We’ve been wanting to tell you, 
too, about the Artists Guild of 
Chicago, which has “adopted” 22 
famous artists in Paris, and is do- 
ing all it can to see that they eat 
with some degree of regularity 
during this worst of all possible 
winters for Parisians. Not that the 
artists are “gallery mice” — far 
from it. But money or the ability 
to paint won’t get them food when 
none is available, so the Chicago 
group is arranging to see that 
packages of food are sent to them 
regularly. “These artists,” says the 
association’s bulletin, “are all 


worthy, 
tionally famous . 
poor, but they will be starving, in 
degrees varying from extreme 


many of them interna- 
. . they are not 


hunger to serious malnutrition, 
unless aid is forthcoming.’ The 
artists whom the guild will at- 
tempt to help are: 

Jules Cavailles, C. Tcharniaw- 
sky, J. Loutchansky, J. Hayden, 
Michel Kikoine, Isaac Pailes, Ed- 
mond Kayser, Simon-Levy, Leon 
Indenbaum, Perelman, Dobrinsky, 
Szittya, Mendzyensky, Leopold 
Kretz, Voldemar, Boberman, Kre- 
megne, Elisee Cavailon, Sigmund 
Schreber, Chabor, Robert Pikelny, 
C. Terechkowitch and Adolphe 
Basler. 


Supplies Legal Kit 

Mayflower Inter - Insurance Ex- 
change is supplying drivers in the 
state of Washington with a “First 
Aid Legal Kit’ as the spearhead 
of its current advertising through 
Pacific National Advertising 
Agency, Seattle. The kit is a 
bright red billfold-type container 
3x4 inches when closed, which 
contains all the legal forms neces- 
sary in the case of an auto acci- 
dent, as well as driver’s identifica- 
tion card, license card, etc. The 
key to the legal kit is a 16-page 
booklet with general advice for 
drivers, a page for complete own- 
er’s identification, another page 
which provides an exchange of 
necessary information between the 
drivers involved, blanks for wit- 
nesses, names and addresses, and 
pages for a description of the ac- 
cident. 


Jottings 

Glenn Buck of Nebraska Farmer 
thinks a druggist in DeWitt, Ia., 
deserves an A for effort. In the 
same issue of the local weekly 
which reported that “night raid- 
ers” invaded the Mead drug 
store and walked off with con- 
siderable quantities of merchan- 
dise, the drug store took advertis- 
ing space to announce that “even 
thieves know where to get good 
values . . . and believe it or not 
we still have a lot of good mer- 
chandise left.” ... 

Memphis passengers boarding 
Chicago & Southern planes at St. 
Louis, Detroit, Indianapolis, Hous- 
ton and New Orleans now get 
copies of that morning’s Memphis 
Commercial-Appeal, as the result 
of a deal cooked up by the news- 
paper and the air line... 


Advertising Age, January 7, 1946 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2594. Facts About the Build- 
ing Market for 1946. 

This brochure, issued by Pro- 
gressive Architecture Pencil Points, 
contains a forecast of the con- 
struction market, including a table 
listing various kinds of building 
projects in 1946, and a similar 
one showing an average year, 
1947-1951. This material is fol- 
lowed by a study of the publica- 
tion’s editorial policy, evidence of 
reader interest and a circulation 
analysis. 


No. 2595. Three Star Market. 

The Philadelphia and Camden, 
N. J., markets are the subject of 
this study, issued by J. David 
Stern, publisher of the Philadel- 
phia Record and Camden Courier- 
Post. The brochure points out the 
particular features of the circula- 
tion pattern of Philadelphia 
papers, and cites the fact that 
Camden, statistically and geo- 
graphically, is part of Philadel- 
phia’s 14-county trading area, al- 
though it is a distinct market as 
far as newspaper reading habits 
are concerned. 


No. 2596. The Strangest Street in 
America. 

The Rio Grande Valley Group 
has issued this folder, dealing with 
the Brownsville Herald, Harlingen 
Valley Morning Star and McAllen 
Valley Evening Monitor, members 
of this Texas newspaper group. 
The material includes population 
figures, retail sales of food and 
drugs, and other market facts 
about “Valley City,” representing 
the trading area covered by the 
papers. 


No. 2536. It’s in the Cards. 

In this booklet Better Farms 
gives a report on the answers to 
a subscriber survey, showing how 
the publication’s readers stack up 
as farm, dairy and poultry op- 
erators. Their answers to the 
questionnaire also indicate their 
plans for the purchase of autos, 
tractors, balers, freezers and other 
equipment after the war. 


No. 2584. Here to Stay. 

Railway Supply News has is- 
sued this file-size presentation of 
railroad product information, 
which includes statistics on the 
railroad market; buying proced- 
ures; market potentials and de- 
tails on the editorial policies of, 
and reader reactions to Railway 
Supply News. 


No. 2585. Who Reads Harper’s 
Magazine? 

This report, issued by Harper’s 
Magazine, shows a cross section 
of the magazine’s subscribers— 
what kind of people they are from 
the standpoint of income levels 
and occupations. The study also 
indicates what influence Harper’s 
has on its readers with relation to 
other publications in the same 
general field. 


No. 2593. Roster of Industry in 
the Greater Kanawha Valley. 
The Gazette, Charleston, W. Va., 
has issued this folder, which maps 
the newspaper’s primary and sec- 
ondary markets, with an ABC 
breakdown and family coverage 
analysis. The folder includes a 
roster of industry, number of 
people employed, and paydays. 
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Tell the people who tell the world 


The way John Carruthers can work on a jury isn’t the market. They not only have the imagination to try and 
half of it. Any day of the week, without benefit of a ‘the money to buy new products but they're the people 
single whereas, he moulds opinions whenever he opens who start the trends that result in future volume. 

his mouth. 


Folks listen to his advice on everything from fishing tackle 
to economics because they know it is sure to be based 
on sound judgment. He is typical of the significant people 
who depend upon Newsweek for straightforward report- 
ing and news interpretation. 


If you have an idea you want to put across — about a 
new product or a new service — it will pay you to put 
it up to the people who make up this important top-of-the- 
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The Phoenix skyline is due to charigel 

Towering hotel additions — new apart- 
ments, churches, schools, recreational facilities and 
civic buildings—new airport improvements .. . 
all add up to nearly 25 million construction dollars 
pledged for immediate Phoenix spending! 


Sun-worshipping visitors by the tens of 
thousands will swell the flood of old friends 
who regularly winter with us in Phoenix . . . bring- 
ing untold millions of new recreational income 
across the threshold of climate-perfect Arizona. 
At least 5,000 houses will be built this year. 
And 20°, of existing homes will be improv- 
ed. So here we have a huge, multimillion dollar 


construction program that will make tremendous 
additions to local payrolls and prosperity. 


? 
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Proposed irrigation projects totaling $300,000,000 
will reclaim thousands of arid acres . . . putting 
Arizona in the forefront as a year ‘round source of 
vegetables, cantaloupe, lettuce, dates, oranges, 
grapefruit, lemons, cotton, alfalfa, grains. Thus 
is assured agricultural prosperity from crop diver- 
sification. 


Arizona tops all states in metal ore yield . . . lead- 
ing with 37%, copper production. This mining 
leadership adds up to $112,308,100 . . . an im- 
portant source of the spendable income that backs 
up Phoenix purchasing power. 


Manufacturers are learning that the vast distances 
between dealers in the Southwest area can best be 
spanned by fanning out from Phoenix .. . so this 
city is fast assuming major importance as a focal 
distributing point. 
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Make no mistake about it, the way is forward. Phoenix is destined 
to stride on! For here, through the fruitful formula of progres- 
sive projects assuring more employment and more_ spendable 
income, Phoenix faces Tomorrow with surety and confidence. 
The prediction, by the bureau of the census, that Phoenix would 
be among the 17 flourishing American cities most likely to con- 
tinue expansion in the postwar era, is well on the way to dramatic 
and definite fulfillment! 
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Pullman Standard 
Ad Gives Account 
of ‘42-’45 Output 


Chicago, Jan. 2—Pullman 
Standard Car Mfg. Company early 
this week ran full-page advertise- 
ments in 64 newspapers in plant 
cities and cities where the major 
railroads are headquartered to 
give an accounting of its three- 
and-a-half-year war production 
job “and who got the income.” 

Saying that from Jan. 1, 1942, 
to July 1, 1945, the U. S. govern- 
ment was the company’s major 
customer, the ad says: “You, as 
citizens and taxpayers, paid most 
of the bill. To you, therefore, we 
account for the job we have done.” 

The “bill,” it says, was $721,- 
962,909.57, and covered deliveries 
of 3,823 tanks; 10,826 transport 
plane wing and tail assemblies; 
20,020 howitzer and gun carriages 
and artillery vehicles; 6,116,966 
shell forgings and 5,132,521 shells; 
44 landing ships and 34 patrol 
craft escort ships; 1,210 troop and 
hospital railway cars; 17,922 mor- 
tars, and 26,620 freight cars for 
the Army and Navy, most of them 
crated for overseas shipment. In 
addition, it made 33,581 other 
freight cars and 817 passenger 
cars, trolley coaches and street 
cars. 


$14 Million in Employe Benefits 


Of the total received, it says, 
“you, who are ‘shareholders’ in 
the government, received back di- 
rectly $51,141,362 in the form of 
taxes (exclusive of Social Se- 
curity). For materials used by 
Pullman plants and _ sub-con- 
tractors, the compaiiy paid $381,- 
326,804, and it paid $226,956,149 
to its employes. In addition, it 
spent $14,426,048 in employe bene- 
fits. Of the less-than-9% remain- 
ing of income, most “was required 
for running expenses,’ and net 
profits for the entire three-and-a- 
half-year period were “just 2.34% 
of sales.” 

The figures show, Pullman 
Standard asserts, that company 
workers “were paid to the limit 
of earning capacity, as determined 
by their desire to work extra 
hours. .. There was no shortage 
of jobs.” 

“Wages and volume of employ- 
ment now depend upon competi- 
tive efforts .. . upon our ability 
to give better values and better 
products than those of our compe- 
tition,’ it continues. “These in 
turn, depend largely upon the 
workers themselves. 


No Wages Without Sales 


“If American labor is misled 
into demanding more pay for less 
work, it will kill the goose that 
lays the golden eggs of prosper- 
ity. .. If American labor realizes 
that idle plants have idle pay- 
masters, it will help to replace 
wartime production by hard-won 
peacetime business. If the Ameri- 
can working man stops to think 
that there can be no wages with- 
out sales and that wartime take- 
home pay must be earned to be 
maintained, he will make it his 
first job to help his plant fight 
for business without the handicap 
of prices so high that they block 
sales.” 

In a small box, it points out 
that “leading the industry in pace- 
making developments for im- 
proved transportation, we are al- 
ready building the ‘Trains of To- 
morrow’ plus thousands of new 
freight cars.” 


Elected to AAA Network 


Affiliated Advertising Agencies 
Network has announced the mem- 
bership of Bronson West, Adver-~ 
tising, St. Paul, serving transpor- 
tation and industrial accounts with 
local, regional and national adver- 
tising in all media. Bronson West 
has been granted exclusive repre- 
sentation in St. Paul and Minne- 
apolis for the nétwork. 
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Coiton Council 
Hits Ad Claims 
of Rayon Makers 


Memphis, Tenn., Jan. 3—Maga- 
zine and newspaper ads claiming 
that rayon cord is superior to cot- 
ton cord in all types of tires were 
assailed by the National Cotton 
Council this week on what it 
regards as the best of authority. 

The Pace cotton committee of 


the House, said the council, has 
informed it that recent govern- 
ment tire tests do not substan- 
tiate the nationally advertised 
claims for rayon cord tires, such 
as those being made by Goodyear 
(AA, Dec. 3). 

The committee, which is study- 
ing cotton industry problems 
under the chairmanship of Rep. 
Stephen Pace, Georgia Democrat, 
reported that cotton cord in pas- 
senger car tires withstood all tests 
applied to it and was in good 
condition after 68,000 miles of high 


speed driving. In addition, the 
council said, the tests showed a 
much improved cotton cord can 
be produced by the use of certain 
varieties of cotton. 

The tests, conducted by the Rub- 
ber Reserve Company in coopera- 
tion with the Department of Agri- 
culture’s Bureau of Agricultural 
and Industrial Chemistry, included 
comparisons made on light trucks 
of standard cotton cord, rayon 
cord and cotton cord made from 
improved varieties of cotton, 

Passenger car tests were dis- 


continued, the Pace committee 
said, after cotton cord tires driven 
at 60 miles per hour had outworn 
their original treads and a recap 
tread, and were still in condition 
good enough for another recap- 
ping. The committee said a group 
of rayon tires driven in a truck 
test gave 16% more mileage than 
the improved cotton cord tires, 
but this showing was attributed to 
the type of tire construction rather 
than to any fiber quality, since no 
fabric failures occurred in either 
group. 
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Radios, Other 
Long-Lost Items 
in M. O. Flyers 


Chicago, Jan. 2.—Radios, cut- 
lery, steel furniture, venetian 
blinds and other items long miss- 
ing from the mail order house 
catalogs have made their reap- 
pearance in the mid-winter sale 
books of Sears, Roebuck, Mont- 
gomery Ward & Co. and Aldens 
Chicago Mail Order Company. 

Sears’ flyer, enlarged to the 
8x1ll-inch size of its regular cata- 
logs, contains about 300 pages and 
is said to be the largest the com- 
pany has ever distributed. The 120- 
page Aldens book is about 50% 
larger than last winter’s and 15% 
larger than its last prewar flyer. 
The Ward book contains only 116 
pages, up four over last winter’s 
flyer. All three—as customary dur- 
ing the war years—still contain a 
number of items marked “Sorry, 
Not Available.” Many of these last- 
minute omissions apparently were 
caused by delay in getting price 
information from manufacturers. 

Among appliance items listed 
by Sears are clocks, toasters, mix- 
ers, roasters, electric irons, lamps 
and sun lamps, but no ranges or 
refrigerators. Aldens lists one sun 
lamp, aluminum cooking ware, gas 
and kerosene ranges. Montgomery, 
Ward features a new all-steel 
chrome dinette, sauce pans and a 
chrome chair. 


Scudder Foods Maps 
Record ‘46 Campaign 


The largest advertising cam- 
paign in its history has been 
planned for 1946 by Scudder Food 
Products, Los Angeles, in behalf 
of Laura Scudder potato chips, 
peanut butter and toasted nuts. 

Virtually all regional ad media 
will be used consistently, includ- 
ing full-color pages in Sunday 
Magazine sections of newspapers, 
outdoor, spot radio, and black- 
and-white newspaper and business 
paper ads. Davis & Beaven, Los 
Angeles, handles the account. 


Bob Hope at Top in 
Evening Hooperatings 

Bob Hope tops the list of the 
First Fifteen evening “Network 
Hooperatings” in the recently pub- 
lished Dec. 30 report. “Fibber 
McGee and Molly” are second and 
“Charlie McCarthy” third. 

“The Shadow” holds the high- 
est listeners per set, with 3.33. 
The average evening audience rat- 
ing is 10.2, up 0.1 from the last 
report and up 0.7 from the cor- 
responding report of a year ago. 
Average evening sets-in-use re- 
ported are 32.7, a gain of 0.8 from 
the last report and 3.0 above a 
year ago. 


Uses Anti-Sneeze Ads 

The British Ministry of Health, 
in current poster advertisements, 
is warning that “Coughs and 
sneezes spread diseases” and urg- 
ing people to “Trap the germs in 
your handkerchief.” 


Sutton Expands 


Sutton Publishing Company, 
New York, publisher of Electrical 
Equipment and Metal - Working 
Equipment, has opened a new of- 
a. at 1501 Euclid Ave., Cleve- 
and. 


New Underworld of 


Sock Racketeers 
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| Advertsing most Wkely 16 succeed. 


Advertising most likely to succeed 
4 does not try to push products at 
people. It pulls people to products. 


YOUNG & RUBICAM, INC. 
ADVERTISING 


New York, Chicago, Detroit, San Francisco, Hollywood, Montreal, Toronto, London, Mexico City 
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Frazer Revealed 
as Sleek, Roomy 
Medium-Price Car 


Detroit, Jan. 2.— Featuring a 
string of innovations, including 
flowing, front-to-rear, body styl- 
ing, the new medium-price Frazer 
has been revealed pictorially by 
Graham-Paige Corporation. 

The car, named for Joseph W. 
Frazer, Graham - Paige president, 
and decorated with his family 
crest, is a full-sized, six-passenger 
automobile designed by Howard 
A. Darrin, famed auto stylist. 

Salient factor in the Frazer’s 
design is that the body utilizes the 
extreme width of the car, the fend- 
ers becoming an integrated part 
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BROADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO, NEW YORK 
National Representotive: FREE & PETERS, INC 


of the body. It will comfortably 
hold four persons in the rear seat. 
In addition, the rear seat is placed 
forward of the rear axle, adding to 
riding qualities and increased head 
room. 

Price schedules for the Frazer 
probably will not be set until 
shortly after the new car is un- 
veiled in dealers’ showrooms next 
month, Cost estimates hinge on a 
production run of about 1,000 
units, after which data will be 
submitted to the OPA, a company 
spokesman told ADVERTISING AGE 


today. However, the company ex- 
pects to place the Frazer in the 
Dodge-Pontiac price field, he said. 

With an over-all height of only 
64% inches, the car is one of 
the lowest in the industry. In- 
creased windshield vision is af- 
forded by moving back the front 
pillar posts. The outstanding ap- 
pointments of the interior are of 
chrome, plastics and lucite. Out- 
side door handles, attached at both 
ends to avoid clothing-catching 
protrusions, are operated by “trig- 
ger action” when compressed with 


the finger. Inside door controls, 
recessed and concealed, are of the 
push-button type. 

Independent front-wheel sus- 
pension, forced-draft ventilation, 
exceptionally wide wheel rims, 
and a 100-horsepower engine de- 
signed by Graham-Paige and Con- 
tinental Motors Corporation, and 
produced by the latter, are listed 
among mechanical features of thé 
Frazer. 

Advertising plans for the Frazer, 
to be unveiled as “America’s first 
all-new automobile since the war,” 


Advertising Age, January 7, 1946 


probablywill be completed shortly 
by the company’s agency, Trade 
Development Corporation, Chicago. 


Helps Anti-Polio Drive 

As in the past several years, 
Universal Match Corporation, St. 
Louis, is cooperating with the Na- 
tional Foundation for Infantile 


‘Paralysis by contributing adver- 


tising space on several million 
bookmatches to promote the foun- 
dation’s annual “March of Dimes” 
campaign Jan. 14-31. 
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. Somerville Joins ABC 


Robert R. Somerville, recently 
assistant sales manager of the net- 
work sales department of Mutual 
Broadcasting System, and for six 
years previously with CBS, has 
joined American Broadcasting 
Company at New York as a sales 
account executive. 


Provides Export Service 


Geyer, Cornell & Newell, New 
York, has arranged with Irwin 
Viadimir & Co., for export adver- 
tising facilities for its clients. 


Zenith Dealers’ 
Orders Limited 
to $20,000,000 


Chicago, Jan. 2.— Orders lim- 
ited to $20,000,000 worth of radios, 
to be delivered in the next six 
months, were taken at a recent 
Zenith Radio Corporation three- 
day meeting here. More than 400 
representatives from 76 U. S. dis- 
tributors attended the meeting at 


which the company showed 26 of 
its 62 models. 

“When materials become avail- 
able to put our full line into pro- 
duction, we expect to receive a 
substantial increase beyond the 
total of $57,000,000 for household 
radios that were ordered from us 
before the material shortage re- 
stricted output,” H. C. Bonfig, 
vice-president, said at the meet- 
ing. 

Mr. Bonfig told the distributors 
that the orders accepted included 


only household radios for the do- 
mestic market, and were in addi- 
tion to requests for $15,000,000 
worth of automobile radio sets re- 
ceived from motor car manufac- 
turers, and a_ substantial and 
growing volume of export orders 
for household radios. 


To Sutherland-Abbott 


Stanley Home Products, West- 
field, Mass., has placed its adver- 
tising account with Sutherland- 
Abbott, Boston advertising agency. 


MONEY AND 
NATIONAL PROGRESS 


19 
Gallagher to Landsheft 


Neil A. Gallagher, promotion 
manager of the Sibley, Lindsay & 
Curr Company department store, 
Rochester, N. Y., will resign Feb. 
1 to join Landsheft, Inc., Buffalo, 
March 1, as. an account executive. 


Parsons Heads Export 


Dr. L. W. Parsons, formerly 
manager of the Washington office, 
has been appointed manager of 
export sales, eastern division of 
Tide Water Associated Oil Com- 
pany. 


Young Joins JWT 

Frances Young, formerly secre- 
tary to Alfred W. Crapsey, sales 
manager of KPO, San Francisco, 
has resigned to become time buyer 
of J. Walter Thompson Company. 


NETWORK 


Were it not for venture money and the accom- 
panying business genius that implements it, 
the world might still be waiting for electric 
lights and refrigerators, radios and automo- 
biles and thousands of other products which 
have come to be commonplace to all of us. 


And even with our many achievements, for 
every new device which is developed by busi- 
ness venture money into things that are bene- 
ficial to the general public and are developed 
into commercial successes providing in- 
creased employment, probably thousands of 
others never get past the patent office stage, 


for lack of funds to back them. 


Venture money and individual initiative pro- 
vide the life blood supplying growth to this 
great nation’s economy, and we at Chilton be- 
lieve that no paternally planning government 
can or will brave the dangers risked by cou- 
rageous investors whose venture money helps 
so much to make “better things for better 
living.” 


CHILTON COMPANY, (iInc.) 


~ 


Chilton sources and influence are world-wide. To- 
gether with another publisher, Chilton Company 
(Inc.) has an equal interest in Business Publishers 
International Corp., publishing THE AMERICAN 
AUTOMOBILE (Overseas Edition); EL AUTOMO- 
VIL AMERICANO; INGENIERIA INTERNACIO- 
NAL INDUSTRIA; INGENIERIA INTERNACIONAL 
CONSTRUCCION; and EL FARMACEUTICO. 


Chestnut at 56th Sts. 
Philadelphia 39, Pa. 


JOURNAL AND REVIEW OF OPTOMETRY * 
THE SPECTATOR PROPERTY INSURANCE REVIEW 


ACTION ° 


100 East 42nd Street 
New York 17, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE + 
DISTRIBUTION AGE 


oO 


AUTOMOTIVE AND AVIATION INDUSTRIES 


“CHILTON 


BUFFALO 
BROADCASTING 
CORPORATION . 
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Your Entrance to the | 
$4 Billion Medical Market | 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 
drugs, foods, clothing, etc. Ob- 


i} 
| 


™® MODE 


See 


Reaches Every Doctor f} 


viously, the doctor . | 
specifies those prod- 
ucts with which he 
is most familiar. This familariity 
comes to him through MODERN 
MEDICINE. 


... Every Month 


RN MEDICINE ¢ 


Bendix Aviation Plans 
to Spend $28,000,000 


Approximately $28,000,000 will 
be expended by Bendix Aviation 
Corporation, Detroit, for the pur- 
chase and modernization of plants 
and facilities needed to carry out 
its present plans for peacetime 
operations, Ernest R. Breech, 
president, told company stock- 
holders in a letter accompanying 
dividend checks. 

Mr. Breech said that the de- 
velopment of new products has 
been under way for prove? months, 
but that only a few could be fin- 
ished for production prior to the 
war’s end because of the demands 
on Bendix engineers and techni- 
cians for war products. “When 
these products are ready to be 
introduced, capital will be re- 
quired not only for plants and 
facilities but for usual working 
capital items,” he said. 


Survey Shows 
Women Prefer 
Local Stores 


New York, Jan. 3.— Three out 


of five women in typical wage 
earner families buy canned and 
packaged goods from their neigh- 
borhood stores, and half of them 
buy these goods at supermarkets, 
2 wage earner forum sponsored 
by Macfadden Publications shows. 

The foruin, which consists of an- 
swers to questionnaires sent to 
1,700 farnilies, was made shortly 
after V-J Day and does not reflect 
any changes in buying habits that 
may have resulted from the labor 
situation. 

Other points brought out by the 


OU CAN’T CATCH FISH 
IN A. HORSE TROUGH 


This doughty disciple of Izaak Walton may have the right tackle, bul his 


medium is all wel! & In business magazine adverlising, the Haire Specialized 


Publications make such futile fishing expeditions impossible. Hach one of the 


eleven Haire publications carries your “bait” to a pre-stocked stream of fish that bite— 


and buy —selected readers who are customers for your product. Because each 


publication gives an authentic editorial digest of whal’s new and important in a 


specialized markel, they are virtually the “bibles” of key buyers and merchandising 


men of thal markel. & You can cover your market exclusively—direclly and 


completely by advertising in your own Specialized Haire publication. 
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forurn: 

1. Two-thirds of the women 
sampled said they know what 
brand of canned and packaged 
food they want before going to 
the store. 

2. In buying canned or pack- 
aged goods, brand names and the 
information on the label are the 
two most important considerations. 
Advertising is third. 

3. Price is mentioned least often 
as a factor in buying canned or 
packaged merchandise by women 
in cities of 100,000 or more. 

4. Three of five women an- 
swered that they used margarine 
during the butter shortage. 


KIDS PREFER BRANDS 
OF CANDY AND SOAP 

New York, Jan. 2.— Nine out 
of 10 youngsters between the ages 
of eight and 10 have definite brand 
preferences in both candy and 
sOap, a survey of more than 5,000 
young people shows. The survey 
was made for Fawcett Publications 
and the National Comic Groups. 

Hair grooming products are ‘not 
so well established in their minds, 
the survey shows. Only one of 
five has a definite brand prefer- 
ence. 

In the 8-20 age group 87% were 
said to have a brand preference 
for cold cereals and 78% for 
bottled soft drinks. Ninety-two 
per cent named a definite brand of 
tooth paste. 


Yocum Naimned A.M. 


of American-Marietta 


Weldon O. Yocum has been ap- 
pointed director of advertising for 
American-Marietta Company, Chi- 
cago, and its eight divisions in 
the U. S. and Canada. Mr. Yocum 
has been advertising manager of 
Sewall Paint & Varnish Company, 
Kansas City and Dallas, subsidiary 
of A-M. At the same time Harry 
Ault was named advertising man- 
ager of all American-Marietta op- 
erations, and Robert Ornberg, just 
released from the Army, rejoined 
the company as assistant advertis- 
ing manager. 

An institutional campaign for its 
nine consolidated paint brands un- 
der the company name is now 
scheduled in the Chicago Journal 
of Commerce, Fortune, Newsweek, 
U. S. News and Wall Street Jour- 
nal. The complete line of paints, 
lacquers, varnish, etc., will be pro- 
moted through advertising in 
Magazines and newspapers, busi- 
ness papers, spot radio, direct mail 
and outdoor display. Advertising 
is placed nationally by M. Glen 
Miller, Advertising, Chicago. 


Durham 


North Carolina’s third largest 
city in population, second top 
city in retail and drug sales. 
Durham makes 25% of nation’s 
cigarettes. Now... 


nylon 


stockings rejoin the list of 
Durham-made products enjoy- 
ing steady consumer demand. 
To sell this consistent market 
you must schedule .. . 


OWNED BY 
DURHAM HERALD-SUN 
NEWSPAPERS 


Represented by Howard H. Wilson Co. 
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Cleveland War 
Activities Unit 
Finishes Drives 


Cleveland, Jan, 2.—Winding up 
its war effort activities, the 
Greater Cleveland Committee for 
Promotion of War Activities has 
mailed checks totaling $23,891 to 
' several hundred Cleveland com- 


Richardson Appointed 


Edward Richardson, formerly 
advertising manager of the May- 
tag Company, has been appointed 
sales representative of Farm Jour- 
nal, covering southwestern terri- 
tory out of the Chicago office. 


Quick Advanced 


Gordon J. Quick, formerly local 
advertising manager of the Free 
Press, London, Ont., has been ap- 
pointed advertising manager of 
the Free Press, succeeding the late 


Enters Package Field 

Reed M. Grunden has resigned 
as art director of Hinde & Dauche 
Paper Company, Sandusky, O., to 
open his own office as a color con- 
sultant and package designer at 
807 Commerce building, Erie, Pa. 


Promotes Mitchell 


Maurice B. Mitchell has moved 
up from sales promotion and pub- 
licity manager of WTOP, CBS 
Washington, D. C., outlet, to sales 


Hurley Rejoins Company 


21 
Name Schneller V.P. 


Frederic Schneller, account ex- 
ecutive of Cramer-Krasselt Com- 
pany, Milwaukee, has been named 
a vice-president of the agency. 


Maj. John R. Hurley, after three 
years in the Army, has resumed 
his duties as president of the Hur- 
ley Machine division of Electric 
Household Utilities Corporation, 


Chicago. E. N. Hurley continues 
as chairman of the board. 


Klingensmith Expands 
H. M. Klingensmith Company, 
Canton, O., advertising agency, has 


SELL BY MAIL 


Laine! ahos 7or how $5 oa) Soar 
books, coursen 8 services, ote. 

ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, M. ¥. 


moved to new quarters in the 


Commercial building, 205 Market MEdallion 83-0813 


manager, replacing William D. 


Ave., S., Canton 2. 


Walter E. Gunn. Murdock, resigned. 


$79,638 subscription supporting 
the committee’s 1945 activities. In 
1944 the companies subscribed 
$123,816, which was entirely ex- 
pended for home front war proj- 
ects. 

Cleveland admen played a large 
part in the committee’s activities, 
particularly through the Cleve- 
land Advertising Club’s war ac- 
tivities committee, of which Ster- 
ling E. Graham, general manager, 
Cleveland Plain Dealer, is chair- 
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Aided 74 War Drives ie 
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j 
The committee, organized two } 
years ago, planned advertising and : j 
publicity campaigns in support of ; 
the fourth, fifth, sixth and seventh 
war loan drives and the recent 
Victory Loan drive; Wac and other 
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recruitment drives; price con- 
| trols; Red Cross activities and, in ye Cu ~ 
all, 74 individual war effort 
| projects. nnison Homes Inc. 
Albert J. Weatherhead Jr., i Gunniso 7 . plans P 
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ADIO STATION WOW, INC EP 
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| “JOHN J. GILLIN, JR., PRESIDENT 
JOHN BLAIR & CO., REPRESENTATIVES 
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: As evidence of its confidence in the future, Gunnison Homes has 4nnounced plang to build te 
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Science Museum 
Award Given to 
Small Town Daily 


New York, Jan. 3——The New 
York Museum of Science and In- 
dustry presented the Certificate of 
Merit of the Museum today to 
the Lincoln Evening Courier, Lin- 
coln, Ill., which the museum has 
designated as “America’s foremost 
small town daily newspaper.” 

The museum selected the Cour- 
ier for the award after a nation- 
wide study of small town dailies, 
and the presentation will mark 
the first time the New York in- 
stitution has so honored any news- 
paper in the nation. 

In commenting on the award, 
Robert P. Shaw, director of the 
museum, said: 

“We are cognizant of the fact 
that if these outstanding achieve- 
ments (in the development of 
science and industry) had not re- 
ceived great circulation among the 
public at large, humanity as a 


whole could not have benefited as 
they have. We feel that it is only 
fitting that we recognize the 
source of circulation for these facts 
in the interest of humanity. 


Tribute to Newspapers 


“There are many mediums of 
expression to convey the achieve- 
mnents of both science and indus- 
try, and most of them have done 
an excellent job, but I feel that 
of ail these sources, the news- 
papers of the nation have done 
the greatest all-around job. So, 


today we have not selected the 
sargest newspaper, or the most in- 
fluential, but we have selected 
what we believe to be America’s 
foremost small town daily news- 
paper.” 

Mr. Shaw congratulated Allyne 
V. and John L. Nugent, co-pub- 
iishers, “for their vision, fore- 
sight and leadership,” adding that 
“it was these courageous pub- 
lishers, as hundreds of others, who 
not only brought the achievements 
of science and industry to their 


kept their columns clean and en- 
couraged people in the thought 
that if this nation is to remain a 
leader among nations, the people 
must have as their underlying 
philosophy that of sheer unadul- 
terated Americanism.” 

The. Courier will display an ex- 
hibit in the museum featuring the 
town of Lincoln and the Courier 
plant. 


Names Erwin, Wasey 


Chilean Nitrate Educational Bu- 
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Erwin, Wasey & Co., New York, 
as agency. 


Bison Cheese to Ellis 


Bison Brand Cheese Company, 
Buffalo, has named Ellis Advertis- 
ing Company, Buffalo, to direct 
its advertising. 


Wilson Elects Layman 


George C. Layman, associated 
with Wilson Brothers, Chicago, for 
44 years, has been elected presi- 


. but they have also|reau, Inc., New York, has named|dent and director of the company. 
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-but how it does 
influence SALES! 


For results far beyond its 
modest cost, use this Business 
Magazine of County Agents, 
Agricultural Teachers and Ex- 
tension Leaders. Let your ad- 
vertising message influence the 
thinking of these Agricultural 
Leaders who, in turn, influence 
the farmers and future farm- 
ers of America. 


FARMING 
METHODS 


e WATT PUBLISHING CO. 
| MOUNT MORRIS, ILL. 


SF, 


| Je 


GIVE THE FOLKS OUTSIDE’A BREAK 


on the Pacific Coast, too ! 


IN THE OUTSIDE MARKET live half the radio families on the Pacific Coast. 


These people are good customers—they spend approximately half of 


the more than eight billion dollars in Pacific Coast retail sales each year 


THE OUTSIDERS on the Pacific Coast want in on 
your radio show, but they can’t listen to it unless 
you release it on Don Lee. Reason? The Pacific Coast 
is 1,352 miles long and covered with mountains up 
to 15,000 feet high—and Don Lee is the only net- 
work with enough stations (39) to deliver both the 
*‘inside”’ and ‘‘outside’’ markets completely. (The 
other 3 networks combined have only 29 stations. ) 

Matter of fact, more than g out of every 10 radio 
families live within 25 miles of one of Don Lee’s 
39 stations. When your show is on Don Lee, the 
folks both outside and inside listen to it. 

Proof of this is shown in a special C. E. Hooper 
coincidental telephone survey of 276,019 calls, the 


largest ever made on the Pacific Coast. In this 


The Nations Greatest Regional Network 


thorough-going survey, 40 to 100% of the outside 
audience was tuned to Don Lee. (See example.) 

Regional advertisers know how effective Don 
Lee is in both Pacific Coast markets. That’s why 
Don Lee carries practically as much Pacific Coast 
regional business as the other three networks com- 
bined. Give the folks outside a break on the Pacific 
Coast—buy DON LEE! 


Example from Special C. E. Hooper Survey 


YAKIMA, WASHINGTON 


SHARE OF AUDIENCE 
STATION 
Morning | Afternoon| Evening 
Don Lee Station KIT 66.4% 69.5% | 52.8% 
Most popular competing station 21.5% | 12.2% | 19.3% 


Other examples to follow 
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Joins A. W. Lewin 


A. Paul De Palma has joinea 
A. W. Lewin Company, Newark, 
N. J., as an account executive and 
director of copy and plans. He 
was formerly with Atherton & 

urrier. 


Two Join Ford 


_Dean L. Sellers, who formerly 
directed tractor sales for Harry 
Ferguson, Inc., has joined the ex- 
ecutive sales staff of the Ford 
Motor Company, Detroit. Also ap- 
pointed to Ford’s general sales 


division was Paul B. Hoffman, re- 
cently with the Navy, and for- 
merly general sales manager of the 
American Brakeblok division 
American Brake Shoe Company. 


‘Maclean’s’ Ups Rate 


Maclean’s Magazine, Toronto, 
has announced increases in adver- 
tising rates, bringing the basic 
black-and-white page rate to $1,- 
550, effective March 1. 


Winter Sports Ads 


The New York State Depart- 
ment of Commerce has begun a 
winter sports campaign with a 
series of newspaper advertisements 
featuring a free booklet, “Winter 
in New York State.” Kenyon & 
Eckhardt, New York, is the agency. 


? 


Rowe to LeQuatte 


Rowe Mfg. Company, Belleville, 
N. J., maker of automatic mer- 
chandising equipment, has ap- 
pointed H. B. LeQuatte, Inc., New 
York, to handle its account. Na- 
tional magazines, business papers 
and direct mail will be used. 


Bridgeport Brass 
Plans Spring Ads 
for Aer-A-Sol Bomb 


Bridgeport 
through Hazard Advertising Com- 
pany, New York, will launch ~a 
national advertising campaign 
in the spring for Aer-A-Sol. insec- 
ticide bomb. 


Bridgeport, Conn., Jan. 2.—The 
Brass Company, 


The campaign follows success- 


st. 


* 
Approximately half the retail sales on the Pacific 


Coast are made OUTSIDE THE COUNTIES in which 
Los Angeles, San Francisco, Oakland, San Diego, 
Portland, Seattle and Spokane are located. 


ful sales tests of the product in 
New York, Chicago and New Eng- 
land markets last fall, and will be 
timed to reach consumers with 
the advent of the 1946 insecticide 
season. 

Newspapers in more than 50 
areas will be used, supplemented 
by radio and magazine promotion. 
The bomb, containing a non-in- 
flammable formula. effective 
against household pests, has a 
percentage of DDT offering no 
health hazard if used according 
to instructions. 


Agency Changes Name 


Effective Jan. 1, Warne, Warner 
& Howell Advertising Agency, El- 
mira, N. Y., now operates under 
the name of Howell Advertising 
Agency. ‘ 


Compiles ‘Blue Book’ 

The Bureau of Advertising, 
ANPA, has mailed invitations and 
entry blanks to advertising agen- 
cies for “case histories of 1945’s 
outstanding newspaper successes” 
for inclusion in its annual “Blue 
Book.” Entries close Jan. 31. 


5, quick ways 
to bigger sales! 


See these Recent 
McGRAW-HILL Books 


10 days on approval 


Developing Marketable 
Products And Their 
Packagings 


Nash, Product Development Con- 
Rng "new marketing technique 
which hits each of the 22 Goveteuansss 
and design elements for assuring a | ig 
buying market for a new commodity. 
Gives all the ote age eer — 
and use, habits an prefer . s, 
shapes, colors, etc. 404 pages, $5.00. 


How Advertising Is Written 
—And Why 


sop Glim. Brings you a profes- 
i ry man’s own Lacey gee ed | 
copy technique—developed, tested Ba 
proved in writing millions of do ne 
worth of advertising. A progressive 
course that actually teaches you a — 
by-step procedure for making your ads 
better. 150 pages, $1.75. 


Money-Making Salesmanship 


ichael Gross. The commonsense 
A eens methods of effective —_ 
ing, in a plain course by a master sales- 
man. Draws up the basic maxims, cover- 
ing every phase of selling, which = 
improve the salesman’s technique a 
once, pages, $2.00. 


Selling With Color 


Faber Birren. A _ thorough treat- 
Al of the practical role of color in 
business—dramatizing the tremendous 
possibilities in the functional use of light 
and color to sell merchandise and influ- 
ence human needs. Written by one of 
America’s best known authorities on 
color and its industrial application. 


244 pages, $2.50. 


Basic Problems 
of Sales Management 


By Frank LaClave, Associate Editor, 
Printers’ Ink. A sure guide to all the 
points you want to remember in taking 
on men, training them and guiding their 
work. Covers everything from hiring 
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and training to running contests, from 
compensation probiems to conventions. 
118 pages, $1.25. 


Send this McGRAW-HILL coupon! 
—— SS a a se ae se oe 
McGraw-Hill Book Co., 330 W. 42 St., N.Y. 18 


Send me the books checked below for 10 days’ 
examination on approval. In 10 days I will pay 
for books plus few cents postage or return books 


postpaid. (Postage paid on cash orders.) 

( Nash, Developing Marketable Products and 
Their Packagings, $5.00 

[) Aesop Glim, How Advertising Is Written~ 
And Why, $1.75 

[) Gross, Money-Making Salesmanship, 2.00 

C) Birren, Selling with Color, $2.50 

Cj LaClave, Basic Problems of Sales Management, 
$1.25 
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12 Richmond 8t., E., Toronto, 1 


VR 
fig ae 


my 


es aot “fe = ¥ oe a - om Ae ng ts ABS Pee ioe aie rs oe . patie eae Cas o ; & : ‘ ; ’ arent EL, ; a ) = 
toe tone ~ “ B ee " : ie Pe a : be : ie : % ore d : sit , 5 sa aS | : , . . : ; : | 
a Sie Ns : thy eeegetags ae ; oe A Gin io ele, dares, ae et, Ree aS Oe pies he % Seer SR a ed Se Sees er cit {7 eee etre Seis ‘ OAT ae ae 4 a 4 ay 
a sah. what a “hfe. : ee te ak Sates re fee p eet Soar rs "Ele et Beg Nate ae aoa > ei 
en he vo aes os ae he s aoe . ae ‘ af : 3 a ene Ay ee ae oe oe sia Sinks i oem ea areas nS ee ee os 
a : F ae ’ ss . Seen ay te ae . . a Die : = = - “ae 3 ge > . i ‘ : 2a, P ; Z ea i, 7 : ~ ic a ia ‘ 
* 
— | ee 
ore _ | 
| 
i 
| Po 
any, | 
rtis- — 
lrect | 
—5 — a 
| 
ated 
, for 
resi- 
any. | 
a | htt isla t intense aesapeeesatsniesaisnsienunaiiaiesisuibiesinubeniiiennsan accra TOTTI 
Le e eee eae es a ok ee oe — oo : a — es — — 
ee Se lc se a... rrr - — | 
fe | 
be : a Re SSS. ; 
Se EK 
ca | aS a 
F3 ~~. — i : 
- — . — 
eee ee : fo eee | 
ie ar 4 Dee a 
4 oo pee oe 
4 x en is ete ee — SEE : 
Fe ioe a eae eS : ; 
7 _ : we . - . ‘ | 
| | 3 ee 4 Be a : ~~ sy . oe x i 
| ) Bee a | 
| a Le , be 3 . : 
| ee Hag : a = ’ , . .| | , 
ar ae. a7, cx a | ' 
" Sa ‘ff. & @ 
" ( j oy { - Q a 
le.) } : t j e | + : m we F L2xY é | “ 
i 
| 
Jon | 
hy , 
ee 
ast 
Pee 7 
ific 
be 
im 
i ] a 
mg ; 
: aoe 
ao 
A | 
| ee 
% ' 
ste 
Mecsas 
a 
MRCP RG if 
=. 
ae: : é 
| 
z 
| (_ ———— ji 


24 
TOTAL RETAIL SALES 
IN KVOO'S DAYTIME HALF-MILLIVOLT AREA 
y 8% Including bonus counties of Missouri, 
O Arkansas and Kansas, making the 
as great as KVOO market — Oklahoma’s No. 1 
_ ENTIRE STATE OF — 
seca tein KANSAS Lo 
TULSA 
* 
| OKLAHOMA 
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Gift Show Planned 


The first postwar gift show and 
china, glass and pottery market of 
the Merchandise Mart will be held 
at the Mart here Jan. 29-Feb. 9, 
Wallace O. Ollman, general man- 
ager of the Mart, has announced. 
Because of hotel shortages, no esti- 
mate was made concerning the 
number of buyers who will attend. 


Advertises Skates 


Radiobar Corporation of Amer- 
ica, through Smalley, Levitt & 
Smith, Los Angeles agency, has 
begun a campaign of 140-line ad- 
vertisements in 65 metropolitan 
dailies throughout the nation pro- 
moting Multi-Kwik roller skates 
for three to seven-year-old chil- 
dren. 


Appoints Power 


Parker Printing Company, Los 
Angeles printer and binder, has 
‘appointed Ralph L. Power, Adver- 
\tising, Los Angeles, to handle its 
advertising account. A direct mail 
campaign will be used during the 
\first half of 1946. 


Per Capita Pay 
in ‘44 Hits New 
Peak of $1,117 


Chicago, Jan. 2.—The average 
pay ‘to individual Americans hit~a 
new high of $1,117 in 1944, the 
Federation of Tax Administrators 
has revealed. The 1944 pay- 
ments were 94.3% above the 1940 
average of $575, 64.3% above the 
$680 reported for the boom year 
of 1929 and 203.5% above pay- 
ments of $369 in the low of 1933. 

In 1940 per capita payments 
ranged from $202 in Mississippi to 
$896 in Delaware. At that time 
the following 16 states had pay- 
ments above the national average 
of $575: California, Connecticut, 
Delaware, Illinois, Maryland, Mas- 
sachusetts, Michigan, Nevada, New 
Jersey, New York, Ohio, Oregon, 
Pennsylvania, Rhode Island, Wash- 
ington and Wyoming. These same 
states again had higher than aver- 
age payments in 1944, with the ex- 
ception of Wyoming, but Indiana 


is Chicago... 


where busy terminals and fraight yards 
bind the nation with ribbons of steel. 


Swift, slim Deisels draw their sleek 
coaches into great terminals depositing 
travelers from every corner of the world. 


Night and day powerful, puffing freight 
engines haul their loaded cars through 
the world's largest freight facilities to 
speed the nation's commerce. 


As Chicago's railroads form a vital link 
in the nation's life—so the Herald- 
American provides advertisers with a 
vital link between their products and this 
great stable, permanent market which is 


Chicago. 


This newspaper goes home to more 
homes with more readers than any other 
Chicago evening newspaper. 


EVENING AND SUNDAY 


A HEARST NEWSPAPER 
| Nationally Represented by HEARST ADVERTISING SERVICE 


be 
Ss 
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entered the list to keep the total 
at 16. 

Considerably higher percentages 
than the national average of 94.3% 
were reported in 1944 in south- 
eastern, northwestern and south- 
western regions. The rise in total 
income in the two southern re- 
gions paralleled an expansion in 
population, but in the agricultural 
Northwest, the population actually 
decreased, the survey shows. 

Per capita payments rose by 
124.2% in the southeastern region; 
by 119.4% in the northwestern re- 
gion, and by 117.3% in the south- 
western region. 


Names Three V.P.s 


Perfex Corporation, Milwaukee, 
has named L. B. Miller and Allen 
Butler vice-presidents in its con- 
trols division and I. G. Bohrman, 
vice-president in its radiator divi- 
sion. The company manufactures 
automatic controls, engine radia- 
tors and heat exchangers. 


Joins Mr. Foster Firm 


Andrew J. Keizer, formerly 
with the Santa Catalina Island 
Company, has joined the Ask Mr. 
Foster Travel Service, Inc., as an 
associate of Stanley C. Eisman, re- 
gional vice-president in Los An- 
geles. 


Eastern Names Tolman 


Prescott A. Tolman has been 
named director of sales for Eastern 
Air Lines, New York. Prior to en- 
tering the armed services in 1942, 
he spent seven years with Eastern 
in various posts. 


Green Opens P. A. Office 


Nat Green, since 1928 associate 
editor of Billboard, business paper 
of show business, has opened a 
general publicity business in the 
Garrick building, 64 W. Randolph 
St., Chicago. 


Rensello Appoints Waters 

Rensello Pajama Company has 
appointed Norman D. Waters & 
Associates, New York, to handle its 
advertising, which will be sched- 
uled through business papers ex- 
clusively at present, with national 


consumer advertising planned later 
in 1946. 


Joins Meat Institute 


Richard W. Darrow, formerly 
assistant director of public rela- 
tions of Curtiss-Wright Corpora- 
tion, Buffalo, has joined the 
American Meat Institute, Chicago, 
as assistant to the president. 


> 
eS 


42% Grown 


SINCE 1940 


St. Petersburg has doubled its 
population in 15 years and in- 
creased 42% since 1940. Its 
85,184 resident population 


— State Census) . . . plus its 
arge winter tourist population 
. . « will make it a city of 
150,000 for the next six months. 


The whole Tampa-St. Peters- 
burg Market is one of Amer- 
ica's best—and St. Petersburg 
is the cream of this market. 
Wise advertisers use St. Peters- 
| burg's own newspapers. No 
|| Tampa paper has as much as 
400 average daily circulation 
here. 
e@e 


ST. PETERSBURG, FLORIDA 
_ TIMES (M & S) and © 


INDEPENDENT (E) 


Theis & Simpson Co., Inc. 


In Florida by V..J. Obenaour, Jr, Jocksonville 
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New Streamliners 
Coming, Southern 
Pacific Promises 


San Francisco, Jan. 3.—Present- 
day streamliners speeding over 
the four major routes of Southern 
Pacific Company’s trackage are 
being featured in a new advertis- 
ing campaign as.the harbingers of 
even more_luxurious traveling in 
days to come. 

Five-column newspaper ads are 
telling the West Coast traveling 
public that, fine as present South- 
ern Pacific streamliners are, the 
railroad is planning new ones that 
“will be the finest the world has 
seen.” The new trains are prom- 


ised “as fast as conditions permit.” 


December newspaper copy in 
Southern Pacific territory was 
comprised of a five-column plus 
200-line ad under the headline, 
“Today—the Lark, pacemaker for 
trains to come.” Copy points up 
the magnificence of the Lark on 
the San Francisco-Los Angeles 
run, and its companion stream- 
liners’ from which the company 
has gained broad experience for 
designing “the trains to come.” 

A companion ad in national 
magazines is featuring the stream- 
liner, City of San Francisco, on 
the Chicago-San Francisco run. 
This copy is appearing in color in 
American Magazine, Newsweek, 
The Saturday Evening Post and 
Time, and in black and white in 
other national publications. 

Foote, Cone & Belding, San 
Francisco, is the agency. 


Texas Utility Plans 
Home Appliance Show 


The Texas. Electric Service 
Company, Fort Worth, Tex., has 
announced plans for an electric 
home appliance show to be con- 
ducted April 26-May 2 in the Will 
Rogers Memorial Coliseum. 

The company is offering display 
space to interested manufacturers 
and will handle advertising and 
public relations intended to stimu- 
late interest in the various ex- 
hibits. 


Pacific Names Sickler 


Carl W. Sickler has been ap- 
pointed account executive of 
Pacific Advertising Staff, Oakland, 
Cal. 
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Red Top Brewing Buys 
Rival in Cincinnati 

Red Top Brewing Company, Cin- 
cinnati, has purchased Clyffside 
Brewing Company, also of Cin- 
cinnati, making it the city’s larg- 
est brewery and one of the na- 
tion’s 20 leaders, with a capacity 
in excess of 1,000,000 barrels annu- 


tinue under the trade names of 
Felsenbrau, for Clyffside; and Red 
Top ale and beer, Barbarossa beer 
and Twenty-Grand ale, for Red 
Top Brewing Company. Joseph 
Advertising Agency, Cincinnati, 
handles the account. 


Robbins Named Director 


Albert Joins Scheibner 


Kay Albert, formerly executive 
on fashion accounts of Garfield & 
Guild, San Francisco, and media 
director of Foote, Cone & Belding, 
Los Angeles, has joined the San 
Francisco office of Hugo Scheib- 
ner, Inc., as fashion director. 


promotion and public relations. 
He was discharged from the Navy 
last November after two years’ 
naval aviation activity. 


DEALER NEWS 


ally after a previously-announced 
expansion program is completed. 

No change in the management 
of the Clyffside 
brewery is planned, company offi- 
cials said. Advertising will con-| tion, Chicago. 


or Operations 


B. L. Robbins, vice-president 
and director of General Outdoor 
Advertising Company, New York, 
has been elected a director of Ma- 
jestic Radio & Television Corpora- 


‘ Weekly Automotive Trade Newspaper 
Colson Names Gramling | coms we 11 wore Staten sss otal 


Sales, Ist in Auto Registry) 
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U. O. Colson Company, Paris, 


Ill., maker of calendars, fans and | “"" Retail Market A 
advertising specialties, has ap- gore 
pointed John P. Gramling assist- 
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The staff of COTTON has been busy personaily interviewing textile management through- 
out the country— asking thousands of questions about their postwar plans — proposed 
changes in machinery, operation, production — building and mill improvements. 

These surveys and research reports are available to COTTON advertisers and are 
invaluable in planning Textile advertising for many types of products. 


“TEXTILE PLANS FOR POSTWAR” 
An early study, compiled in booklet form under 
the title “Textile Plans for Postwar” contains the 
results of personal interviews on general textile 
plans and trends: 


Dyeing and Finishing _Knitting Machinery 
Dyestuffs Looms 

Electronics Material Handling 
Fibers Spinning 
Fluorescent Lighting 

Metals (including Stainless, Monel, etc.) 


PERSONAL INTERVIEW REPORTS 


Other personal interview reports are available 
covering the textile industry’s postwar use of spe- 
cific equipment and materials: 


Roofing and Roof Paints and Painting 


Insulation Equipment 
Instruments and Valves and Fittings 
Controls Piping 


Glass and Glass Blocks 
Electric Motors 
Power Transmission 


Boilers and Stokers 
Air Conditioning 


COTTON, Serving the Textile, conducts contin- 
ved research programs designed to help adver- 
tisers by furnishing up-to-the-minute information 
on the Textile Industry's plans and trends. COTTON 
uses this same up-to-the minute information to keep 
its editorial content alive and interesting — giving 
textile men articles and features keyed to their 


likes and needs. This policy of giving COTTON 
readers what they want has built COTTON circu- 
lation to the highest point in its history. In spite of 
paper shortage 1600 new subscribers have been 
added in the last 18 months. Place your advertis- 
ing in the magazine that’s read — because it gives 
mill management men the help they need. 
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Help! Help! 


To the Editor: Help! Help! Help! 

“Never underestimate the power 
of a woman” is a slogan with 
sound advice, in more ways, per- 
haps, than even Ladies’ Home 
Journal intended. 

Being ready to release shipments 
of Holeproof nylon hose to our 
dealers—the first since nylon be- 
came a war casualty—we thought 
the public should have the news, 
not altogether for unselfish rea- 
sons, we'll admit. 

So the news was released to 
press reporters. All over the 
country the story appeared in 
newspapers on Monday, Dec. 10, in 
about this vein: “Holeproof Hos- 
iery Company of Milwaukee has 
shipped 250,000 pairs of women’s 
nylon hose to 3,500 dealers in 
more than 1,000 cities throughout 


This department is a reader’s forum. Letters are welcome. 


the country and plans to ship 7,000 
dozen pairs of men’s nylon hose to 
the same dealers next week, Gus- 
tave Frankel, president, said yes- 
terday.” 

There it was—complete with an 
individual’s name, his company 
and location. With a nationwide 
single thought, women and men 
sensed a possibility of buying ny- 
lon hose direct from the manufac- 
turer. Letters began arriving, at 
first not more than to be expected, 
then in stacks and still they pour 
in—airmail, special delivery, reg- 
istered and regular mail— many 
with checks, even ones endorsed 
and the amount left blank, and 
money orders. And the pleas cover 
everything “in the book” and a lot 
of new ones, from young and old 
(up to 75 years of age, thus far), 
from all walks of life and condi- 


tions of health. 


Attached is a copy of a letter 
being mailed in reply to the in- 
quiries received, explaining that 
Holeproof sells only through retail 
outlets, but this doesn’t close the 
faucet. As my wife on occasion 
says to me, “For heaven’s sake, do 
something.” At least we can shout 
the plea: Help! Help! Help! 

J. D. INFIELD, 

Advertising Manager, Hole- 

proof Hosiery Company, Mil- 

waukee. 
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The Battle Goes On 


To the Editor: In typical Union 
Square language, H. W. O’Connor 
takes violent exception to my let- 
ter of Dec. 19—and misses the 
main point entirely. We could 
keep up a long controversy on 
whether the lady in question is or 
is not Socialist (I have the guts to 
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“1 think we can afford something a little larger, 
now that I’ve got the IOWA territory” 


Iowa always has been one of the nation’s top 20 


markets, but right now many factors are com- 
bining to make it the nation’s top market: free- 
dom from reconversion problems, record-break- 
ing prosperity, stability and low sales and adver- 
tising costs. For, thanks to the state-wide cover- 


age of The Des Moines Sunday Register, you 
can present your product story to better than 70% 
of all the urban consumers in the state and mer- 
chandise it to better than 70G of all the retailers 
and wholesalers in the state at a milline cost of 
only $1.72. 


THE DES MOINES 
REGISTER anv [RIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn Scolaro, Meeker & Co., New York-Chicago-Detroit 
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COOPERATION IN MAKEUP—A reader nominates this combination of Com- 
munity Plate and Ipana, in the Dec. 10 issue of Life, as the best mixup of 1945. 


mention her name, Mr. O’C, but 
I note that she too uses the words 
“certain people” instead of men- 
tioning names. Of course the lady 
is not “Union Square” by birth of 
upbringing. ) 

If my critic is accustomed to an- 
alyze markets he should be able 
to add up the lady’s record of pro- 
Capital or pro-Moscow activities. 
Any newspaper reader can do that. 

If Mr. Howard (note name 
mentioned) is, as claimed, cater- 
ing to the radicals, as well as 
others, why did he not use Mr. 
Browder? Or Mr. Foster? I think 
the glamor of the public office was 
the deciding factor. O’C says So- 
cialists are customers too. So are 
anarchists and many others un- 
friendly to our way of govern- 
ment. Why not have them repre- 
sented by a special columnist? 

It might be interesting to find 
just how good a market these 
friends of Mr. O’Connor are. Judg- 
ing by appearances around Union 
Square, Procter & Gamble have an 
almost virgin market. 

But let’s get to the point: My 
letter urged abandoning the ‘“‘com- 
bat” idea in selling the American 
Way. The editor wrote his own 
headline from my letter. He got 
the point. Just use advertising 
methods, that’s all. But I can rea- 
lize that “combat” -would be a 
sweeter word to Mr. O’C than “ob- 
jective.” Just an old Union Square 
custom. 

Solidarity for ever, etc., and if 
I don’t agree with Mr. O’C I guess 
I’m just a dirty Fascist. What else 
can a man be who disagrees with 
a leftist? 

J. A. WARREN, 
Morristown, N. J. 


Makeup Lends a Hand 


To the Editor: It looks like 
Life magazine has turned to “tor- 
rid stories” even in the advertis- 


ing columns. You open the maga- © 


zine—Dec. 10—and the first thing 
that confronts you is the popular 
story every one wants to believe. 
Community Plate and _  Ipana, 
while worlds apart, certainly got 
themselves mixed up on this one. 

For America’s best mixup in 
1945 advertising I nominate the 
second cover and first inside page 
of Life magazine of Dec. 10. 

And for editorial competition I 
nominate the same issue of Life 
and The Saturday Evening Post 
of Dec. 15 for the story on musi- 
cians, since they both feature the 
same artist. 

While Life is dated Dec. 10 and 
The Saturday Evening Post is 
dated Dec. 15, I’d rate it as an edi- 
torial tie because of color in the 
Post. 

H. J. MAwICcKE JR., 

Pontiac Engraving & Electro- 

type Company, Chicago. 
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Stresses Morality 

To the Editor: I was quite im- 
pressed with your editorial in the 
Dec. 3 issue titled “Moral Re- 
surgence Needed.” 

Apparently we both have a little 
idealism left in our souls even 
though idealism these days sort 
of gasps for breath, after being 
pretty sadly trampled on pretty 
often. 

I have, to a degree, paralleled 
your attitude in the enclosed edi- 
torial from the “Hiram Walker 
Spirit,” which, although published 


MERCHANDISE DISPLAYS WITH BEAUTY, FUNCTION AND FORCE 


DISPLAY GUILD produces your merchandise 
displays. 

Counter displays, cabinets, stands and dis- 
pensers are designed and produced with a 
technic that beckons the buyer and puts your 
merchandise in his hand — quick as a flash. 


Your product story told in split seconds when © 
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in a distillery, goes to some pretty 
decent people. 
HarrRY CLATFELTER, 

Editor, “Hiram Walker Spirit,” 

Peoria, III. 

a a on 
Intelligent Reporting 

To the Editor: The article in 
the issue of ADVERTISING AGE of 
Dec. 17 entitled, “Newspaper 
Group Expands Program on Radio 
Costs” is an excellent example of 
intelligent reporting of a com- 
plicated subject. 

Having devoted considerable 
time in the preparation and de- 
livery of this presentation, I espe- 
cially appreciate the good think- 
ing and hard work that obviously 
went into this article. 

H. JAMES GEDDIMAN, 

Hearst Advertising Service, 

New York. 
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Questions Ad’s Appeal 


To the Editor: I am enclosing a 
copy of a clothing advertisement, 
typical of the ‘“too-too clevah” 


WELL... 


Merry Christmas 


Sriends...and beres boping that (sometime) 


*“New Pear 


we'll be able to greet you with fresh, good- 
looking clothes and accessories instead of rue- 
ful explanations and threadbare apologies. We 
also want to thank you simverely for your indul- 
gence toward our shortcomings during 1945. 


En foyer 


‘Wabash Aveoue at Madison Street - Chicago 
Also m Detroa 


type seen in the press recently. 

I wonder if a returned veteran 
would be tempted to visit the ad- 
vertiser’s store in response to this 
style of publicity. 

To my notion it’s “funny” but 
it’s not advertising! 

ARTHUR WEINMAN, 
Chicago. 


— a 


Book of Job 


Comes in Handy 

To the Editor: The Book of 
Job came this morning and be- 
lieve me I needed it. I was 
marooned in Berkeley last night 
which is eight miles away as we 
come across the bridge and I 
wanted to get back to the office 
this morning bright and early— 
or at least early. 

The battery of the automobile 
in which I was traveling quit 
working and we had to get an 
automobile surgeon to bring us a 
new one before we could proceed. 
I got to the office an hour late but 
when I found Job waiting for me 
I felt much more cheerful. 

You shouldn’t make statements 
in ADVERTISING AGE that you can- 
not back up! ' enjoyed your three- 
page letter so much that I thought 
you meant exactly what you said 
about your labor troubles. I was 
hoping to see some pictures of Job 
and his relatives. I shall, how- 
ever, content myself by reading 
the booklet you sent me and hope 
to profit by so doing. 

RosBert W. ‘SPANGLER, 
Advertising Manager, Califor- 
nia Teachers Association, San 


Francisco. 
~~ FF 
Use for Book of Job 
To the Fditor: Thanks for the 
Book of Job, 


Your editorial license is per- 
missible in this instance. I know 
how your patience has been tried. 

You may be interested in know- 
ing that my purpose in writing to 
you was to obtain this edition to 
use as a “prop” in my negotiations 


ber publishers. 

THEODORE A. SERRILL, 
Pennsylvania Newspaper Pub-: 
lishers’ Association, MHarris- 
burg, Pa. 
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No More Blushes 

To the Editor: Thanks loads for 
your letter of Dec. 20 and copy of 
the Book of Job. 

While you blush because of our 
misunderstanding, I must admit, 
in turn, that I did not expect to 
receive a serious rendition of the 


Book. In other words, I carried 
your being facetious one step fur- 
ther—and had you rewriting the 
Bible, which thought appealed to 
me immensely. 

So ADVERTISING AGE not only 
publishes weekly in spite of strikes, 
binges and other complications— 
but also supplies reprints of the 
Bible upon request. Congratula- 
tions! 

f WarrEN F. RANDOLPH, 

Beaumont, Heller & Sperling, 

Inc., Reading, Pa. 


To the Editor: I am in receipt 
of your letter of Dec. 19 and a 
copy of the Book of Job, for which 
I want to thank you. And now it 
is I who am blushing for having 
taken your remarks literally. 

There was only one consoling 
feature. Just after I received your 
letter, I got my copy of ADVERTIS- 
InG AGE for this week and found a 
few letters to the editor, all from 
people who made the same mis- 
take. 

It certainly was good copy, and 
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thanks a lot for the book. 
GERTRUDE R. TAYLOR, 
Research Librarian, Compton 
Advertising, Inc., New York. 


ALMANACS! CALENDARS! 


Year Around Advertising Mediums 
agers cena! Teraradi ifes 


dars ete. 
HART WRIGHT CO. 


Penn Yan. N. Y. 


ie “Send 
- xe 


(All figures in Thousands) 


SOURCES: ABC and SALES MANAGEMENT 


The Toledo Market... by Counties 


POPULA- TOTAL 4944 RETAIL SALES—4 STORE GROUP EFFECTIVE BUY 

COUNTY TION =| RETAQ AS r00D | motets Bilis Hdwe.| | DRUGS ae 
Lucas 336.4 | $249,134-| $ 67,580 | $53,148 | $ 9,100 | $11,215 | $ 546,298 
Seneca 46.6 24,515 6,840 2,855 1,891 777 50,901 
Lenawee 53.0 23,157 7,601 3,671 2,574 714 59,145 
Monroe 61.1 21,779 7,382 3,055 1,859 790 63,343 
Sandusky 42.1 20,608 5,573 1,999 1,676 634 41,732 
Wood 45.6 19,685 6,634 2,020 1,760 509 42,216 
Hancock 34.9 19,380 5,576 1,478 1,585 577 39,387 
Williams 23.1 12,803 3,190 661 1,176 344 27,751 
Ottawa 24.5 11,539 3,668 255 993 244 24,310 
Fulton 22.2 11,305 2,768 424 1,277 295 23,600 
Defiance 22.0 11,136 3,064 1,026 947 289 24,578 
Henry 22.0 9,259 2,404 705 989 283 19,241 
Wyandot 17.1 8,919 1,987 361 1,037 265 18,833 
Putnam 20.0 8,804 1,979 305 1,034 195 21,898 
TOTAL 770.6 $452,023 | $126,246 $71,961 | $27,898 | $17,131 $1,003,233 


REPRESENTED 


of labor contracts for PNPA mem- 


TOLEDO BLADE 


One of America’s Great Newspapers 


BY PAUL 
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90,000 WATTS BLANKET 75% OF NEW ENGLAND 


: Warer-sorne 
voice directionally 
intensified from 
Cape Cod to Maine. 
Synchronized with 
1000-watt WBZA, 
Springfield. NBC 
and outstanding 
local programs. A 
power in New 
England! 


, view in August, 1944. 


46% of Americans 
Will Spend More, 
‘Fortune’ Finds 


New York, Jan. 2—Fortune 
magazine, in two articles in its 
January issue, finds that 46.3% of 
the people expect to spend more 
in 1946 than in 1945; that Ameri- 
can productive efficiency probably 
will exceed all previous produc- 
tivity records, and that there is a 
general expectation of productiv- 
ity and prosperity in the years 
ahead. 

The Fortune survey, conducted 
by Elmo Roper, found that 63.8% 
of the people expect that Ameri- 
can business will continue to ex- 
pand in the next 25 years and that 
41.5% feel that a depression in the 
near future will be avoided, as 
opposed to 35.9% who held this 
However, 


i 


ro 
e 
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“I don’t recognize the tune, but the words are: 


‘Solid Cincinnati Reads The Cincinnati Enquirer’” 


Point is—The Enquirer is tuned to the solid, substantial, on-its-toes 
citizens of the Solid Cincinnati market. Constant, comprehensive reader 
surveys keep it in tune. Readers get more of what they want. And in 
today’s Cincinnati Enquirer, they want and get crisp, concise news 
editing . .. a format that’s streamlined, inviting, easy to read ... the 
nation’s top columnists . . . 30 cartoon features . . . a morning news- 
paper so complete and entertaining that it has become Cincinnati’s 


“All-Day” 


newspaper. And all advertisers need to reach Solid Cincinnati. 


The Cincinnati Enquirer is represented by Paul Block and Associates 


Advertising Age, January’ 7, 1946 


44.8% in this poll still feel that we 
will have a depression in the next 
year or so. In August, 1944, 50.6% 
of those polled felt a depression 
was imminent. 


Stresses ‘Healthy Economy’ 


Charles R. Walker, director of a 
research project at Yale Univer- 
sity, in a Fortune article on 
“American Productivity” says that 
“the American machine should 
break all previous records,’ but 
warns that “high productivity does 
not necessarily mean a_ healthy 
economy.” 

“As the depression years tragi- 
cally illustrated,” Mr. Walker says, 
“a high level of productivity may 
coexist with only partial employ- 
ment. To realize the advantages 
of high productivity for everyone, 
full employment and a large vol- 
ume of output are necessary.” 

According to the survey, 37.5% 
of the people found it harder to 
make ends meet during 1945 than 
44, and 50% found it about the 
same. As compared with the 46.3% 
who expect to buy more in 1946, 
only 9.9% expect to buy less and 
37.3% about the same amount. 


25% ‘Against’ Television 


New technological innovations 
are taking root slowly, the survey 
finds, with about 30% of the people 
expecting to own a television set 
within three years, 36% later than 
that, and 25.2% probably never. 
One-third of young people in the 
21 to 34 age group want to learn 
to pilot a plane, but the national 
average is 22.9%, and those over 
50 showed only 8.8% interest in 
learning to fly their own planes. 

“Labor,” says the survey, “is no 
more in public disfavor now than 
it was two years ago.” 

President Truman’s performance 
has been endorsed by 82.1% of 
the people—19.7% feeling that he 
“is doing such an excellent job 
that he is likely to be considered 
one of our great presidents” and 
62.4% feeling that “while Truman 
has made sOme mistakes, on most 
things he is doing a good job.” 
Even the President’s appointments 
were characterized as either ‘“ex- 
cellent” or “good” by 59.7%. 


Favor Price Control 


Price control policies were en- 

dorsed by 58.4%, those seeking full 
employment by 47.1%. “The steps 
being taken to keep this country 
at peace” were endorsed by 60.6%. 
Only in “the present policies of 
our labor unions” and “our rela- 
tions with our wartime allies” 
were strong totals of disapproval 
registered, with 61.3% dissatisfied 
with the former and 45.5% dis- 
satisfied with the latter. 
In exploring labor-management 
attitudes, the survey found that 
25.7% of the people favor labor 
and 44.7% favor management in 
the recent disputes, while 30.5% 
believe wages should be raised, 
50.8% believe wages should be 
kept where they are, and 4.3% be- 
lieve wages should be lowered. 


‘Radio Times’ Up 
Radio Times, organ of the Brit- 
ish Broadcasting Corporation, has 


announced that its present circula- 
tion is now 4,500,000. 
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RACINE 


A GOOD MAR KET 


97.9% 
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California Peach 
Industry Endorses 
New Ad Campaign 


San Francisco, Jan. 2.—The 
state’s peach growers and proces- 
sors have given official endorse- 
ment to the California marketing 
Order authorizing an advertising 
and sales promotion campaign for 
canned and quick-frozen cling 
peaches. As much as $800,000 an- 
nually may be raised to support 
the promotional effort. 

The state order became effec- 
tive Dec. 30, 1945, and is to ex- 
tend to June 30, 1950. Funds are 
to be raised by assessment of a 
sum not exceeding $1 per ton 
upon each ton of cling peaches 
delivered by the producer and ac- 
‘cepted by the processor. The mar- 
keting order also provides author- 
ity for establishing the minimum 
grade and minimum size of cling 
peaches to be certified for proces- 
sing. 

State Director of Agriculture 
A. A. Brock, Sacramento, will ad- 
minister the order jointly with the 
recently appointed Cling Peach 
Advisory Board. The board will 
be assisted in administering the 
advertising and sales promotion 
feature of the order by two sub- 
committees. The program on 
canned peaches will be supervised 
by a group composed of seven 
producers and seven canners, 
while the frozen peach promotion 
will be directed by a subcommit- 
tee composed of three producers 
and three freezers. 


Names Sales Heads 


The home appliance department 
of General Mills, Inc., Minneapo- 
lis, which plans national distribu- 
tion of new home appliances this 
spring, has announced the follow- 
ing appointments, in addition to 
those already named: William F. 
Uthe, eastern Pennsylvania dis- 
trict manager, Philadelphia; Rob- 
ert P. Kelley, south central district 
manager, Cincinnati, and H. K. 
Dewees Company, Atlanta, manu- 
facturer’s representative for the 
southeast district. 


Bruce A. Irwin, for the past 15 
years with Mason-Neilan Regu- 
lator Company, Boston, except for 
wartime duty in Washington with 
the Petroleum Administration for 
War, has been appointed sales 
manager of Hammel-Dahl Com- 
pany, Providence, R. I., manufac- 
turer of automatic control equip- 
ment. He will be in charge of 
both sales and advertising. 


PRINTING 


AITHORN service is 
nee wens 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


a 


Faithorn Corporation 
400 N. Rush St., Chicago 11, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


.} ’ . 
Raptar’ Wins Award 
Wollensak Optical Company, 
Rochester, N. Y., has adopted the 
new trade name of Raptar, first 
prize winner in a ‘“Name-the- 
Lens” contest which offered Vic- 
tory bonds to contestants and their 
dealers throughout the country. 


Starts Sports Magazine 


Basketball Illustrated, “‘The Pic- 
ture Magazine of Basketball,” has 
been launched by Elbak Publish- 
ing Company, Mount Morris, II1., 
which plans to publish the maga- 


zine annually, covering all fields 
of competition in the sport, in- 
cluding collegiate, professional, 
high school and amateur basket- 
ball. The magazine, selling at 25 
cents per copy, will be sold ex- 
clusively on newsstands. Elbak 
also publishes Pro Football II- 
lustrated. 


Ciminelli Joins Ellis 

Caesarina Ciminelli, formerly a 
staff correspondent in the United 
Press Buffalo bureau, has joined 
Ellis Advertising Company, Buf- 
falo, as radio director. 


Becomes Agency Partner 
Edward C. Sucher, account ex- 
ecutive with Batten, Barton, Dur- 
stine & Osborn, Inc., Cleveland, 
and formerly with Carborundum 
Company and General Electric 
Company, has been elected a part- 
ner in the Miles H. Sucher Adver- 
tising Agency, Williamsport, Pa. 


Returns to Glenmore 


Lt. Col. Frank B. Thompson, 
president of Glenmore Distilleries 
Company, Louisville, has returned 
to resume active participation in 


ih 
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his company’s management after 
almost five years’ service with the 
armed forces. During his absence, 
Joseph A. Engelhard, secretary- 
treasurer, has served as acting 
president of Glenmore. 


INDIANAPOLIS 
INDIANA 


PRINTED 
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SAN FRANCISCO 


h prestige and influence of the 
city of San Francisco is felt around the 


world. In diplomatic and trade centers it 


is playing a leading role and in the minds 


of military men, still overseas in the Pa- 


cific, the lights of this city are a constant 


promise of the good things for which they 


fought. In the life of America, it is the 


center of the domestic trade and industry 


of the West. 


It is highly significant that the families 


of this progressive 


city prefer The Call- 


Bulletin above all other daily newspapers. 


SAN FRANCISCO CALL-BULLETIN 


REPRESENTED 
PAUL BLOCK 
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McCann-Erickson Names 


Three New V.P.s 


McCann-Erickson, Inc., has an- 
nounced the appointment of Clar- 
ence Hestorff and Robbins Mil- 
bank in the San Francisco office, 
and Burt Cochran in the Los An- 
ge'es office, as new vice-presi- 
dents. 

Mr. Hestorff has been with the 
agency for more than 22 years. 
Mr. Milbank joined the company 


|in 1930 and rejoined in 1944 after | 
being in the San Francisco office | 
lof Young & Rubicam from 1941) 
ito 1944. Mr. Cochran joined the | 
'agency in 1926. 


Mahoney to WLAW 


James T. Mahoney, former pro- | 
duction manager of WITH, Balti- | 
more, and previously radio direc- | 
tor of the OWI, has joined WLAW, 
Lawrence, Mass., as program di- 
rector. 


Outdoor Advertising 


NEW ENGLAND 


in 


Paucity of White House Help 
Disclosed by Porter ‘Promotion’ 

Washington, Jan. 3.—In view of 
his skill in getting along with 
business men without compromis- 
ing the public welfare, it is no 
surprise that FCC Chairman Paul 
Porter has been offered a “pro- 
motion” to the White House hier- 
archy. 

In handling the hundreds of 
applications for new radio licenses, 
Mr. Porter has been a strong ad- 
vocate of competitive, commercial 
radio; yet he has faithfully sought 
to stimulate better radio from 
station management, by emphasiz- 
ing that radio is more than a 
business investment. 


By STANLEY E. COHEN, Washington Editor, 


While there is no doubt that 
Mr. Porter is equipped to deal 
with broader issues, it is felt here 
that President Truman must be 
desperately in need of White House 
help, to consider a change at this 
time in a commission that is 
booked solidly for the next three 
months taking testimony on nearly 
300 matters. 

Secretary Wallace’s “new” De- 
partment of Commerce, looking 
strangely like the organization he 
built 10 years ago for Agriculture, 
began to emerge with the forma- 
tion of the Office of International 
Trade under Arthur Paul, an as- 
sistant secretary. Including frag- 
ments of the old Foreign Eco- 


¢ 
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$Too MILLIONS WORTH OF CARRIAGE TRADE 


Shoppers spent $693.047,000 during 1944 in the 2,683 chain grocery 


stores which circulate The Family Circle Magazine—a volume of 
over One Quarter Million Dollars per store. 


This large-volume, concentrated market can be reached efficiently 
and effectively through the pages of The Family Circle. 


The popularity of The Family Circle among these chain grocery 
shoppers is measured in the report of an extensive research study 
recently completed by Stewart, Brown & Associates. A copy of this 
study, entitled The Importance of The Family Circle Magazine to 
Its Readers, is available upon request. 
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REACHES OVER lemiltion WOMAN CUSTOMERS YOU CAN'T AFFORD TO OVERLOOK 


6 No. Michigan Avenue 
Chicago 2 
Randolph 0828 


400 Madison Avenue Russ Building 
New York 17 San Francisco 4 
Wickersham 2-5630 Douglas 6488 
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nomics Administration, and the 
personnel of the Bureau of Foreign 
and Domestic Commerce who 
handled foreign trade information 
or promotion, it has its own gen- 
eral counsel, information officer, 
and such old Foreign and Domes- 
tic Commerce stalwarts as H. B. 
McCoy and E. E. Schnellbacker. It 
will be the center of all foreign 
trade promotion activities. 


* ca a 


It may be something like a dog 
eating its own tail—but the gov- 
ernment made a neat profit re- 
cently by increasing the ceiling 
price on butter. Thanks to the 
unexpected improvement in butter 
prices, the Agriculture Depart- 
ment’s surplus property disposal 
unit was able to report an actual 
profit of $1,370,000 on the $17,- 
400,000 worth of food it handled 
last month. 


%* % 


Disposal of the world-girdling 
$250,000,000 Army and Navy com- 
munications systems cuts across 
a wide field of interests, with vir- 
tually everyone agreeing that this 
super-modern network, capable of 
girdling the world in 3% minutes, 
should supply the backbone for 
postwar revitalization of our pri- 
vateiy-owned international cable, 
radiotelegraph and radiotelephone 
systems (total worth, $54,000,000). 
Before critical relay points can be 
retained outside the U. S., how- 
ever, other governments may in- 
sist on being “cut” in; also, FCC 
may decide to order merger of 
eight international radiotelegraph 
companies to conserve radio chan- 
nels and promote efficiency. Note: 
Army-Navy system has handled 
50,000,000 words in a day; esti- 
mated commercial peak is 12,500,- 
000. 


* % % 


OPA, it appears, is “damned if 
it does—and damned if it don’t.” 
The Senate small business com- 
mittee’s “liberal” wing announces 
that it fears that small, inde- 
pendent tire dealers will be unable 
to obtain supplies, now that tire 
rationing is ending. In a sellers’ 
market, it says, manufacturers 


|may deal exclusively with mass 


distributors and manufacturer- 
owned stores. The committee also 
has a “conservative” wing which 
is currently exploring cost ab- 


sorption and other “crippling” 
OPA controls. 

% * * 
Ted R. Gamble, personable 


young director of the Treasury’s 
war finance division, returns to his 
Oregon theater chain considerably 
more appreciative of national mer- 
chandising methods than when he 
began his vital war job. Advertis- 
ing was a strange business to Ted, 
but he learned fast, and became 
very effective when it came to 
outlining plans for the War-Loan 
drives. Vernon L. Clark, Des 
Moines lumber dealer, is to take 
over the continuing Treasury sav- 
ings organization. 
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IVANOV STUDIO 
2914 E.Gd. Boulevard, Detroit 2 
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Wernecke to ‘Holiday’ 


Orin S. Wernecke, former Wis- 
consin representative of Country 
Gentleman, has been named west- 
ern manager of Holiday, Curtis 
Publishing Company’s new sports 
and travel magazine. 


Tyson Advances Bailey 


Kenneth W. Bailey, who joined 
the agency as an account execu- 
tive in 1943 and was made a vice- 


G-E Ups Caldwell 


Philip G. Caldwell,- former sales 
manager of aircraft and marine 
equipment for the transmitter di- 
vision of General Electric Com- 
pany, Schenectady, has been 
named sales manager of television 
equipment in the transmitter di- 
vision of G-E’s electronics depart- 
ment. 

He will remain in Schenec- 
tady until the commercial group 
of the transmitter division moves 
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To Keelor & Stites Duane Jones Incorporates 


The Chas. Wm. Doepke Mfg. Duane Jones Company, New 
Company, Cincinnati, manufac-| York advertising agency specializ- 
turer of a new line of toy models| ing in package goods advertising, 
of construction equipment, has | was incorporated Jan. 1. Officers 
named Keelor & Stites Company,|include Duane Jones, president; 
Cincinnati, to handle its adver-| Ralph Smith, executive vice-presi- 
tising. Business papers, news-|dent and general manager; Law- 
papers, national magazines and|rence Leaman, treasurer, and Eu- 
direct mail will be used. gene Hulshizer, secretary. 


GIBBONS KNOWS CANADA 


president the following year, has|to Syracuse, where G-E’s new 
been elected a director of O. S./electronic part project is now 
Tyson & Co., New York. under construction. 


ADVERTISING 


J.J. GIBBONS LTD. 


BAY STREe 
WINNIPEG, 


MERCHANDISING 


TORONTO MONTREAL REGINA CALGARY EOMONTON VANCOUVER 


RETURN—This is one of the newspaper 

ads in Gillette Safety Razor Co.'s se- 

ries, which is appearing, in printed 

media for the first time in several 

years (AA Dec. 31). Maxon, Inc., De- 
troit, is the agency. 


Gordon Named Editor 
of ‘Cosmopolitan’ 


Arthur Gordon, managing editor 
of Good Housekeeping before en- 
tering the armed forces, has been 
appointed editor of Cosmopolitan, 
succeeding Miss Frances Whiting, 
resigned. 

Mr. Gordon was a major in the 
8th Air Forces, and served as edi- 
torial director of the magazine 
Air Force. 


Meyers to Bayard 


J. E. Meyers Company, manu- 
facturer of jewelry, and club and 
fraternity insignia, has appointed 
Jere Bayard & Associates, Los An- 
geles, to handle its advertising. 
Media will include high school 
and college newspapers, gift and 
art ware publications, music and 
teaching journals, scholastic maga- 
zines, jewelry periodicals and 
screen and fashion magazines. 


Heads Public Relations 


L. R. Bateman, formerly with 
the Boston sales office of American 
Steel & Wire Company, has been 
appointed director of public re- 
lations of the New England dis- 
trict of United States Steel Cor- 
poration, with headquarters in 
Boston. 
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\ FOR WESTERN 


DISTRIBUTION 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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HEN the postman, making his daily 
rounds, greets you witha "Hi, Joe" 
. .. and store clerks inquire for your 


| family — that's New England "home-town"’ 


friendliness. 

| It's this same friendliness that's char- 
acteristic of The Yankee Network's local 
outlets . . . each an integral part of this 


prosperous New England market. 


Only through Yankee can your products 


“Dream” is reproduced by courtesy of Capito! Songs,!ne. 


and services enjoy the sales-response of 23 
effective, locally-accepted stations. It's 
direct sales impact in each market. It's 
all-over coverage, PLUS the intimacy and 
acceptance of this tremendous, responsive 
six-state audience. 

The exceptionally high ratio of year-in, 
year-out contract renewals proves — in 
New England, Yankee Network's claim of 


friendly acceptance is NO dream. 


pheceplance és THE YANKEE NETWORK’S Houndation 


THE YANKEE 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


NETWORK, inc. 


Member of the Mutual Broadcasting System 


Represented Nationally by EDWARD PETRY & CO., INC. 
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Sees Vast Changes 
in Food Marketing 
During Next Decade 


Pre-packaged Items 
Sure to Gain Favor, 


BAE Contends 


Washington, Jan. 3.—Pre-pack- 


‘ aging of frozen and fresh vege- 


tables and fruits will mean a vast 
change in the marketing of food 
during the next 10 years, the Bu- 
reau of Agricultural Economics is 
reminding business organizations 
that want to listen. 

Always the champion of more 
efficiency in distributing farm 
products, BAE commands the re- 
spect of many of the nation’s top 
merchandising executives for its 
insight, particularly in encourag- 
ing the growth of self-service 


stores in the food field. 

Self service has cut retail food 
merchandising costs in half, BAE 
believes, and it will exert tre- 
mendous pressure toward develop- 
ing new packaging and processing 
methods which fit the self-service 
pattern. 


Threatens Canning Industry 


There are hard days ahead for 
the canning industry, BAE warns, 
for the new frozen processes will 
inevitably cut into the market for 
both fresh and canned foods and 
the canning industry, “despite any 
possible rejuvenation,” seems “al- 
most certain to have a materially 
reduced proportion of the total 
volume.” 

Neither the canning nor the 
fresh fruit and vegetable industry 
will take the new competition lying 
down, according to F. L. Thomsen, 
head of the bureau’s marketing 
and transportation research. 

Already, he says, the canning 
people are preparing to enter the 
frozen fruit and vegetable line, 
and the fresh fruit and vegetable 


trade is studying pre-packaging 
to give their product the same con- 
sumer advantages in buying, 
handling and preparation which 
frozen foods now have. 


Tests Many Factors 


He described a pioneer test in 
pre-packaged fresh fruits and 
vegetables by A&P at Colum- 
bus, O., and revealed that BAE is 
now cooperating with a large east- 
ern chain store organization on a 
similar operation, to test such fac- 
tors as cost, labor requirements, 
consumer acceptance, waste and 
spoilage and effect on merchan- 
dising of other items. 

“Although facts are still incon- 
clusive,” Mr. Thomsen says, “there 
is reason to believe that at least 
the greater part of the costs of 
preparation, packaging and re- 
frigeration will be offset by sav- 
ings in waste and in labor in the 
retail store. There is ample evi- 
dence that consumers react very 
favorably to pre-packaged prod- 
ucts.” 

No head - in - the - clouds outfit, 


RE ELKS HUMAN? 


Of course they are. 


Elks are men who get up in the morning, go 
to business, and come home in the evening, 


even as you and I. 
(60.4% own them), 


They live in nice homes 


drive fine cars (83.8% 


were bought brand-new), and are generally 


More 


prosperous. 


than half the nation’s 


715,000 Elks own their own business; another 
17°. are professional men. 


The one thing all Elks have in common is 
The Elks Magazine. They give it a more 
intensive reading, page-by-page from cover- 
to-cover than any other magazine Daniel 


Starch has measured. 


This plus combination 


of high income, high standard of living, and 
high readership of their own Magazine, 
makes a schedule in The Elks Magazine a 


‘“‘natural’’. 
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BAE works hand and glove, and 
often leads the trade, when it 
comes to developing new means of 
selling farm products. Recently it 
tried, unsuccessfully, to launch 
promotion of dried eggs through 
a large chain organization. Cur- 
rently it is joining with the trade 
to introduce concentrated milk 
which can be kept indefinitely in 
the freezer compartment of a re- 
frigerator. 

Packaging, to BAE, “constitutes 
one of the biggest advances in 
food marketing.” Although it con- 
cedes that some packaging is 
“merely a useless frill,” much of 
it is of great assistance to low- 
cost, self-service methods of re- 
tailing, BAE feels. 

Mr. Thomsen is a staunch ad- 
vocate of chain and self-service 
outlets as progressive forces in 
food merchandising. He feels, for 
example, that it will be up to the 
self-service stores to introduce 
many of the pre-packaged items, 
which fit so well into a self-service 
system. 


May Advertise Brands 


Frozen meats, he points out, can 
be sold at prices below present 
levels if waste is properly utilized, 
and the opposition of butchers is 
overcome. From the point of view 
of the self-service store, he feels, 
pre-packaged frozen meat is easier 
to handle than any other. In ad- 
dition it is adaptable to branding 
and advertising. 

Frozen fruits and vegetables, 
which now constitute only 1.5% of 
food consumption, also are highly 
adaptable to self-service stores, 
and will inevitably cut into total 
trade in fruits and vegetables dur- 
ing the next 10 years, he says. 

Speed with which the frozen 
items do this will depend, he be- 
lieves, on the time that it takes 
to make consumers conscious of 
their advantages. A secondary 
factor, that must be met outside 
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the food industry, is the speed 
with which homes are equipped 
with modern refrigerators, offering 
adequate frozen food compart- 
ments. 


May Claim Price Advantage 


Easy to buy, eliminating waste, 
easy to prepare, uniform from sea- 
son to season, the frozen product 
seems to have the advantage in 
every category over canned and 
fresh vegetables, Mr. Thomsen 
says. Even in price, he adds, the 
advantage may swing to the frozen 
foods, as chains and super mar- 
kets decide to feature them. 

Mr. Thomsen minimizes the sig- 
nificance of cost data on the new 
processes. “I can think of few 
important technological develop- 
ments in marketing that did not 
at first involve higher costs than 
previously accepted practices,’ he 
says. “They either overcame this 
initial handicap through increased 
volume and efficiency, or consum- 
ers and producers accepted them 
regardless of cost. 


Research Is Important 


“The most significant facts bear- 
ing on acceptance are not those 
to be found in the tables of data, 
but in the reactions of business 
men and of consumers, in knowl- 
edge of what is going on in the 
laboratories of meat-packing con- 
cerns and technological research 
agencies.” 

To illustrate the danger of over- 
emphasizing costs, Mr. Thomsen 
cites the work of BAE in studying 
transportation of fresh vegetables 
by air. 

When the study began several 
years ago, air rates were 70 cents 
per ton mile compared with 1% 
cents by rail. Now, he reports, 
air carriers are accepting rates 
based on 10 cents a mile, sug- 
gested by BAE two years ago, and 


Here’s today’s arithme- 


tic lesson in circulation and cover- 


age. 


South Bend City Zone 


South Bend Tribune 


All 5 Chicago papers combined 


South Bend Market 


South Bend Tribune 


All 5 Chicago papers combined 


There’s one way 


Family Coverage 
116.8% 
24.8% 


67.4% 
23.3% 


and only one to 


reach the South Bend market. The 
South Bend Tribune has the largest 
circulation of any newspaper in any 
city in America of up-to-110,000 
people. It saturates the market! 


=e 


Soull 


#Hend 


‘Tribune 


NEWSPAPERS GET IMMEDIATE ACTION! 


STORY, 


BROOKS & FINLEY, INC. 


* NATIONAL REPRESENTATIVES 
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it is probable that the rate will 
eventually fall to 5 cents. 


Greater Traffic Potential 


Transportation of agricultural 
products is now considered by the 
air transport industry a greater 
traffic potential than the products 
of industry. With sympathetic 
commercial development and gov- 
ernment regulation, air transport 
eventually will prove to be an 
important, though not dominating 
factor, in transporting vine- 
ripened fresh fruit and vegetables, 
Mr. Thomsen says. 

While BAE delights in promoting 
new ideas, it can write off bad 
ones too. For example, it doesn’t 
think much of dehydrated milk, 
and it doubts that there is much 
expansion ahead for dehydrated 
fruits and vegetables, or for frozen 
food lockers. 

Except for specialty items, such 
as soups and onions, dehydrated 
foods as we know them are not 
acceptable to consumers, BAE ad- 
mits. Food lockers were all right 
during wartime shortage and Vic- 
tory garden periods, but their ad- 
vantages will disappear when 
stores are well stocked. 

BAE is constantly after the ice 
cream industry to treat its product 
as a staple rather than a luxury 
food. With ice cream stocked by 
self-service stores and homes 
equipped with more freezer space, 
consumption could be tremen- 
dously expanded, Mr. Thomsen 
insists. 

Mr. Thomsen also sees a bright 
future for  pre-cooked frozen 
foods, as pre-cooked meals for 
apartment dwellers, and for com- 
mercial consumers like railroads 
and airlines. Again, he feels, the 
self-service store wili have these 
meals. - 

BAE issues reports continually, 
and it has lots of new ideas to 
work on. For two years now it 
has studied the breakdown of the 


World-famous Zion National Park 
with its great White Throne, shown 
here, is just one of Utah's spectacular 
scenic attractions that people every- 
where want to see. Tourist trade, in 
the last prewar year, was worth ap- 
proximately $30,000,000 to Utah. It 
should grow far beyond that figure in 
the great travel years ahead, and add 
further strength to Utah's economic 
soundness. 


Local Advertisers 
Know 
KDYL Brings Results 


Whatever the source of Utahns’ in- 
come—whether from tourist trade or 
mining or farming, or manufacturing 
—they all have this in common: a 
preference for the NBC shows and 


the local features 
sti brought to them by 
AE KDYL. That's why 


this station gets re- 
sults for advertisers. 


National Representative: John Blair & Co. 


consumer dollar paid for all major 
groups of farm products. Reports 
on this study will be issued period- 
ically during the next six months. 
A new report on transportation of 
fruits and vegetables by air is at 
the printer. 

Since food isn’t the only prod- 
uct of the farm, BAE is busy these 
days looking for new industrial 
uses for farm products, to re- 
place markets that have been lost 
to synthetics. And just ahead is 
what promises to be one of the 
most revolutionary experiments of 
all—the study to find out why 
self-service ideas can’t be applied 
to retailing of textiles. 


Chamber of Commerce 
Schedules Meeting 


The Chamber of Commerce of 
the United States will hold its 
32nd annual meeting in Atlantic 
City, April 30-May 2. 

It will be the first such session 
since 1943, when members con- 
vened in New York. Since the 
spring of that year, policy mat- 
ters and election of directors have 
been conducted by mail. 


Label Policy Set 
by Safeway for 


Sponsored Brands 


Oakland, Cal., Jan. 2—A mem- 
orandum on labeling policy for 
sponsored brand products has been 
sent to division managers of Safe- 
way Stores by Lingan A. Warren, 
Safeway president, which provides 
that all labels are to include 
enough detailed information to 
give consumers a complete under- 
standing of the product and its use. 

Making no definite commitments 
either for or against grade label- 
ing or descriptive labeling, the 
memorandum says: 

“It shall be company policy that 
labels on sponsored brand products 
shall in each case contain as much 
descriptive information as prac- 
tical to protect the interests of 
consumers. Such descriptive in- 
formation shall be supplemented 
by a federal or state grade desig- 
nation when mandatory, or when 
recommended by the supplier com- 


pany manager concerned and ap- 
proved by the manager of the ad- 
vertising division. 

“Elements to be included in de- 
scription: 

For guidance in describing a 
sponsored brand product, such as 
a processed fruit or vegetable, and 
its essential qualities the follow- 
ing elements are listed: 

“1. A truthful picture of the 
product. Illustrations are not lim- 
ited to exact reproduction of the 
products but the illustrations shall 
not misrepresent the product in 
any way. 

“2. A statement of the variety, 
size, maturity, color, style of pack, 
packing medium, seasoning, spices, 
etc. 

“3. The number of servings. 

“4. A brief description of the 
raw materials and method of pro- 
cessing. 

“5. The brand name. 

“6. A statement of 
grade. 

“7, A statement of how to use 
the product. 

“8. A statement of any other 


individual 


essential individual character- 
istics.” 


Hundred Million Club 
Elects New Officers 


Fred W. Stone, Parents’ Insti- 
tute, New York, has been elected 
honorary president of the Hun- 
dred Million Club, New York 
group of mail order “coupon wor- 
shippers.” 

Other officers named to serve 
for 1946 include: President, F. N. 
Merriam Jr., McCall Corporation; 
vice-presidents, Edith Walker, 
Book-of-the-Month Club, Walter 
F. Grueninger, Survey Associates, 
Inc., Marian E. Armstrong, Time, 
Inc., and T. J. McElroy, American 
Home; secretary, Ralph K. Wads- 
worth, Wadsworth & Walker, and 
treasurer, Helen G. Buckley, Par- 
ents’ Institute. 


May Promote Apples 


Frederick and Clarke County 
fruit growers in Virginia have en- 
dorsed a plan requesting the state 
legislature to establish a 1%4-cent 
merchandising tax on packaged 
fruit to advertise the apple indus- 
try in Virginia. 


REACHES 6 OUT OF 7 HOMES 


NEW YORK 


, FRI. 
couRIER-POST. CAMDEN 


as 


you get with Philadelphia newspapers. 


on a splash-over from Philadelphia. 


NOV. 2. 1945 


es 
oe 


ow 


a 


County alone is more than that of ALL Philadelphia dailies COMBINED! 


AMDEN COURIER-POST 


IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


CHICAGO 


PHILADELPHIA 


DETROIT 


A hundred miles... or a thousand miles away . . . you may be lulled into the seemingly economical 


idea that Camden County ...the most densely populated area in Southern New Jersey...is a bonus 


But that is NOT the way it looks to Philadelphia department stores! Those hard-boiled adver- 


tisers who know on Friday what Thursday’s ads produced... don’t think they can coast into Camden 


That’s why you will find all Philadelphia department stores represented in the columns of the 
Camden Courier-Post. The Philadelphia stores want their share of the rich Camden County market. 
And they know... because they are right across the river... that the one way to get their full share 


is to reach six out of seven families through the Camden Courier-Post. Its circulation in Camden 


CLEVELAND 
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Farm Federation 
to Ask Mandatory 
Cotton Labeling 


Chicago, Jan. 2.—The Ameri- 
can Farm Bureau Federation, at 
its recent annual meeting here, 
went on record in favor of man- 
datory identification of cotton 
products in labeling and advertis- 
ing. Similar action may be taken 
by members of the National Cot- 
ton Council at its meeting in 
Memphis Jan. 22-24. 

Council officials found in a 
three months’ study ending Dec. 1, 
1945, that of $¥,665,766 worth of 
advertising in national magazines 
devoted to all-cotton products, $1,- 
350,770 did not indicate the kind 
of fiber used. 

The resolution adopted by the 
federation endorsed the principle 
ef fiber identification and pledged 


sponsorship of legislation ‘which | 
will extend the benefits of this | 


principle to producers and con- 
sumers of cotton on a basis equiv- 


alent, in effect, to regulations al- 
|ready established for wool and 
rayon.” The resolution was offered 
by Walter Randolph, president, 
Alabama Farm Bureau. 

The cotton council has reported 
that several manufacturers, ap- 
proached on the subject, have 
readily agreed to identify the cot- 
ton content of their dress and other 
goods. Some opposition to legisla- 
tion that would force manufac- 
turers to declare cotton content, in 
advertising, labeling and sales lit- 
erature, is expected from some in 
the cotton industry who fear that 
it might lead to disagreement and 
quarreling over designations and 
terms, such as developed as a re- 
sult of the wool labeling act. 


Hoffman Appointed 

William K. Hoffman has been 
appointed representative of Cot- 
ton, serving the textile industries, 
and Southern Power and Industry, 
published by W. R. C. Smith Pub- 
lishing Company, Atlanta. He 
| succeeds the late Everett A. Rob- 
|inson in the Pennsylvania, New 
| Jersey and New York City area. 


Issue Plastics Guide 


A consumer guide to plastics has 
been published by Modern Plas- 
tics, New York. The new booklet 
is based on cOnsumer surveys and 
studies made by the publication 
and gives a comprehensive history 
of the plastics industry. 


Krohn Forms Agency 

Allen Krohn, until recently in 
charge of production, Picard Ad- 
vertising, Inc., has formed his own 
agency, Allen Krohn Company, in 
Greensboro, N. C. 


Gypsum Appoints Three 
National Gypsum Company, 
Buffalo, has appointed Norman A. 
Bialy general sales manager of all 
building products; Frank E. Shull 
manager of gypsum and building 
lime sales, and Amos B. Miner 
manager of industrial sales. 


Ups Hildebrand 


Ernest S. Hildebrand has been 
promoted from assistant to man- 
ager of the sales promotion de- 
partment of General Life Insur- 
ance Company, Hartford, Conn. 


The Philippines— 


ERY SOON after the MacArthur landings, former readers of American Exporter 


began to write us from 


the Philippines. 


Writing from temporary addresses, using every sort of writing paper—even the backs 
of letters we had sent them—the messages coming from bombed-out and burned-out 
Manila and provincial capitals reflected the spirit of the people to carry on. 


From Leyte 


From Manila 


As long ago as February 25, 1945, writing from Tacloban, came 


this letter— 


“Before the outbreak ofthis war . . 
. Now.. 


for over 15 years... 


. we had established business 
. we would like to resume our 


business connections with various manufacturers in the States and 
we are therefore writing to ask you to please refer our name to 


said manufacturers. ... 


“We are temporarily operating our business in the capital of Leyte, 
Tacloban, and are preparing orders for various lines for postwar 


delivery.” 


The hundreds of letters received from Manila even included 
one on the stationery of the Office of the President of the Philip- 


pines. 


This letter, from the President’s Office, transmitted the follow- 
ing from their Bureau of Commerce: 


“We thank you for your letter of July 6, informing this Bureau 


that you will resume sending American Exporter .. . 


as in the 


past... We need this publication very badly in connection with 
our work of promoting the import and export trade of the 


+, 
country. 


And another letter, dated November 4+, from a Chinese hardware 


dealer said: 


“T thank you for your letter .. 
requested the copy we were looking desper- 
. Now I have made my contacts 


Exporter. When I 


ately for a source of supplies. .. 


. . Also the copy of American 


and placed several orders, which although not large, will enable 


me to get in business again.” 


American Exporter is being sent to established business firms throughout the Philip- 
pines, as fast as their present mailing addresses are confirmed. As an aid in this 
direction, local advertising is being done to make certain that all importers have an 
opportunity to write us for copies. 


AMERICAN EXPORTER 


ESTABLISHED 1877 


Johnston Export Publishing Company 


386 Fourth Avenue 


Offices in 


New York 16, N. Y. 


PH'LADELPHIA 


CLEVELAND 


CHICAGO ST. LOUIS 


SAN FRANCISCO LOS ANGELES 
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Harold Halsell, v.p. and sec’y-treas., and Warren Humphrey, v.p. 
of Erwin, Wasey & Co.’s Oklahoma City office, were hosts to clients 
at a recent dinner marking the 20th anniversary of the Oklahoma 


office. . . And Bill Feddery, central western manager of Hardware 
Age, is celebrating his 31 years’ service, which he thinks is a record 
for representation of one paper and one territory... 

Edgar Kobak, Mutual Broadcasting pres., has a scroll from his 
home state of Georgia which says he is a lieut. col. aide-de-camp 
in the state militia. .. 

Eugene Sigafoose, of the Cincinnati Times-Star display ad dept., 
was given a surprise dinner by his associates Dec. 28, in honor of 
his 77th birthday. He passed his half-century mark with the paper 
last year... Maj. Robert R. Tincher, who returned Dec. 1 to 
WNAX, Yankton, S. D., as gen’1 mgr., has received the Bronze Star 
for outstanding performance of duties as Intelligence Officer in 
handling Military Government problems and control measures in 
Germany... 

A. McKie Donnan, of Brisacher, Van Norden & Staff, has been 
elected to the 1946 executive committee, Foreign Trade Ass’n, of 
the San Francisco Chamber of Commerce. . . Kenyon Brown, gen’l 
mgr. of KOMA, Oklahoma City, is Oklahoma radio chairman, for 
the third straight year, of the Mile-O-Dimes in the Nat’l Foundation 
for Infantile Paralysis drive. . . 

Victor D. Withstandley, of Nat’l Distillers Products Corp., New 
York, chairman of the wine and liquor industry’s fund campaign 
for the Police Athletic League, received a citation for his services 
in behalf of the city’s youth at a luncheon at the Astor Dec. 27. 
John Turner of Frankfort Distilleries, co-chairman with Mr. With- 
standley, and Thomas F. McVicker of Nat’l Distillers Products, also 
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ADMAN'S FAMILY—This husky-looking crowd decorated the Christmas card 
of Frank Stevens, manager of the Boston office of Gilman, Nicoll & Ruthman, 
publishers’ representative. 


received citations, as did Thomas McCarthy, pres. of Austin Nichols 
& Co., representing Allied Liquor Industries, and Joseph Ringwalt 
of Joseph Garenau Co., representing the Conference of Alcoholic 
Beverage Industries. . . 

J. Don Alexander presented, in behalf of Alexander Film Co., 
Colorado Springs, a Christmas gift of 15 $1,000 railway bonds to the 
charity funds of 14 variety tents and the Rocky Mountain Screen 
Club, as a token of the company’s appreciation of the charitable 
work done by these theater organizations. . 

William L. Schultz, pres. of Shulton, Inc., left New York on 
Christmas day for Palm Beach where he and Mrs. S. will spend the 
winter. . . Frank Hakewill, veteran space buyer at Roche, Wil- 
liams & Cleary, Chicago, is at home recuperating from a bout with 
pneumonia which had him in the hospital for a couple of weeks... 

Syd Eiges, NBC head of publicity, has a new Philco radio which 
he sold to himself for 25 cents. He won the radio at a drawing spon- 
sored by the New York Radio Execs Club. .. Henry Hoke (war- 
time managing director of the Graphic Arts Victory Committee), 
has a new book, “It’s a Secret,” which will be available for in- 
vestigation Jan. 16, which date Reynal & Hitchcock has set for 
publication. The book, an expose of subversive activities in Wash- 
ington, follows Mr. Hoke’s best seller, “Black Mail,” and will come 
in two editions, cloth-bound for $2.50 and paper-bound for $1. . . 

Tom Young, ad director of U. S. Rubber Co., and Charles J. Dur- 
ban, ass’t ad director, were hosts at a party at the Lotus Club in 
New York Dec. 28 in honor of the “Television Quarterback” pro- 
gram which the company has sponsored on WNBT every Friday 
night since Sept. 28. Frank Leahy, athletic director and coach of 
Notre Dame (also sports director of the Keds div. of U. S. Rubber); 
Lou Little, Columbia coach and “Television quarterback” for NBC 
television; nine metropolitan sports writers; and staff members of 
NBC television were guests. . 

True’s ed., Bill Williams, says that more than 3,000 Bill Williamses 
have joined the “Bill Williams Club of America,” which he founded 
two months ago. One hundred and six-year-old Bill Williams of 
Chicago is oldest club member: to date, and 15-month-old Bill Wil- 
liams of Tucson, Ariz., the youngest. Interesting facts about BW’s 
are broadcast every Sunday afternoon over WINS on the “Bill Wil- 
liams Club of the Air.” . . 

J. G. Kuester will be host at an open house Jan. 14 to give cli- 
ents, reps and others a look at J. G. Kuester & Associates’ new 
headquarters in the Kuester building, York, Pa., remodeled and 
refinished for the agency’s individual uses. . . 
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Swift Offers New 
Cleanser in 3 
Package Colors 


Chicago, Jan. 3—Whatéver else 
may be in store for advertisers 
this year, they will probably get 
a definitive answer, finally, to the 
long-unsettled question of how 
much influence package design— 
particularly color—has in  pro- 
ducing sales—particularly of 
household cleansers. 

The answer may come out of 
Swift & Co.’s test, started last 
summer, of Swift’s cleanser. The 
product was first tested in five 
cities for several months, and this 
was recently extended to use of 
newspapers, radio and 24-sheet 
posters in 22 cities in the Chicago- 
Milwaukee area. 

The test has for some time 
varied from the normal in one 
marked respect: The housewife is 
offered a choice of containers, 
“radiant red, gala green, bonny 
blue . . . packages to match your 
color scheme.” The cleanser itself, 
the ads claim, cuts grease, is 
speedy and safe, polishes as it 
cleans, and “purifies.” 

So far, Vernon Beatty, Swift’s 
advertising manager, says, the 
color choice “looks good” in the 
test. Whether the company will 


wind up still offering such a choice 


,;cannot yet be determined, he as- 
| serts. He declined to predict when, 
\if ever, the Swift cleanser will be 
|advertised nationally or when the 
testing will be completed. 

Needham, Louis & Brorby 
handles the account. 


Melville Shoe Creates 
Two Operating Divisions 

Melville Shoe Corporation, 
New York, has created two new 
autonomous store operating di- 
visions, naming a general manager 
for each, both to be vice-presi- 
dents of the parent company. Les- 
ter R. Fallon, former sales direc- 
tor of the Thom McAn stores, be- 
comes head of the Thom McAn 
men’s and boys’ chain, while Leon- 
ard A. Shea, formerly in charge 
of the women’s stores, will head 
ihe company’s cOmbination stores. 

John B. Fitch of Melville has 
been named vice-president in 
charge of personnel and public re- 
lations. 


Form New Ad Agency 
in Insurance Field 


Charles D. Spencer, news editor 
of National Underwriter and busi- 
ness manager of Accident & 
Health Review, and Albert S. Cut- 
ler, associate manager of the Na- 
tional Underwriter’s Chicago office, 
have resigned to form Charles D. 
Spencer & Associates, an agency 
specializing in insurance advertis- 


ing, research and sales promotion. 


€* CATCHERS 


E know it’s tough competing 

with glamour girls like Jinx 
Falkenberg and Georgia Carrol, but 
adcrafters who have flea powders, 
worm pills or distemper remedies to 
sell will give you the break every 
time. . . So, be a good little puppy 
and take your place in our line of 
10,000 subjects. Every dog has his 
day. 

* * * 

When you subscribe to EY E* 
CATCHERS you get the biggest 
money’s worth ever offered to ad- 
vertisers. 


EYE*CATCHERS are spirited and 
full of S-E-L-L .. . naturals for 
ads, house-organs, sales-letters and 
display stunts. They double the ap- 
peal of every promotion that has a 
human interest angle. 


CHEER UP, SAD EYES! 


> eet 
NEW MONTHLY ... a continuous 
supply of ideas that are inspirational 
... dramatize the dullest subjects. 
They are worth hundreds and yet an 
E. C. membership costs only $6 per 
month .. . for 36 top-notch photos per 
year. Prints over quota only $1 each. 


CAN YOU BEAT THAT? 


Make every layout a_ bell-ringer. 
EYE*CATCHERS supply the sure- 
fire, attention getters that make ads 
click Q-U-I-C-K. 

Proofs of newest releases 


FRE and details of subscription 


plan on request. No obligations. You 
can’t lose. 


CLIP AD TO LETTERHEAD AND MAIL 


EYE* CATCHERS, Ine. 


10 E. 38th St. 
New York i6 


Old Brands Prefer 
Magazines, MAB 


Analysis Shows 


New York, Jan. 3.—Of 291 brand 
names recently listed by the Brand 
Names Research Foundation as 50 
or more years old (AA, Nov. 19), 
135 or 46.4% were “important na- 
tional advertisers in 1944,’ Maga- 
zine Advertising Bureau points out 
in the current issue of “M. A. 
Briefs.” ; 

These 135, the bulletin explains, 
were listed by the Bureau of Ad- 
vertising, ANPA, among advertis- 
ers spending at least $25,000 an- 
nually in newspapers, magazines 
or network radio. 

Adding to the 135 listed by the 
ANPA “34 names that we know 
about,” from Publishers Informa- 
tion Bureau data, “we have a total 
of at least 169.” Also, “there are 
undoubtedly still more of these 
brands advertised in newspapers 
for an amount less than $25,000,” 


of which there is no record. Thus, 
MAB estimates that “from two- 
thirds to three-quarters of these 
famous brand names are currently 
being advertised on a national 
basis.” 

Of the 135, MAB has found, 123 
of 91.1% were advertised in maga- 
zines; 83 or 61.5% in newspapers, 
and 44 or 32.6% via network radio. 
In the three media, however, these 
advertisers in 1944 spent a total 
of $80,961,222, of which $33,583,- 
056 or 41.5% went to network 
radio; $29,238,386 or 36.1% to 
magazines, and $18,139,780 or 
22.4% to newspapers. 


Joins Jere Bayard 

Beth M. Freeman, formerly 
space buyer and media director for 
West-Marquis, Inc., has joined 
Jere Bayard & Associates, Los An- 
geles, as space buyer. 


Joins Inland Group 


The Inland Daily Press Associa- 
tion has elected to membership the 
Times-Record, Valley City, N. D. 


Spuncratt to Dorland 


Spuncraft, Inc., New York, 
sweaters, has appointed Dorland 
International-Peitingell & Fenton, 
New York, as its agency. The 
1946 program will include con- 
sumer advertising in fashion pub- 
lications, copy in trade publica- 
tions and dealer material. 


Seven Name Erland 


Erland Advertising Agency, New 
York, has announced seven new 
accounts: Enel Mfg. Company; 
Plastex Strap Company; American 
Watch Strap Company; Paula 
Fashions; Spatz Bros., rainwear; 
Lilyette Brassiere Company, and 
Unicorn Products’ Company, New 
York. 


California Groups Merge 

The California Manufacturers’ 
Association, founded in 1918, and 
the Aircraft Parts Manufacturers’ 
Association, organized on the West 
Coast during the war, have merged 
under the former name. Offices 
will be maintained in Los Angeles 
and San Francisco. 


M & F CIRCULATION CENSUS 
PUTS COVERAGE ON BLOCK 


New Technique Renders Circulation-Claim 


ry 


and Spot-Check Methods Obsolete 


Both the unsupported circu- 
Jation-claim and the spot-check 
methods of “showing” circula- 
tions were outmoded completely 
when M & F instituted the Cir- 
culation Census, laid its circula- 
tion on the line, and let adver- 
tisers see all the facts. Under the 
census procedure the facts of 
coverage are fully revealed, 
trading area by trading area, as 
follows: 


1. Total number of worth- 
while plants. 


2. Their authoritative 
financial ratings. 


3. Names and positions of 
men in these plants who 
receive and read Mill & 
Factory regularly. 


Nationwide details of M & F 
readership are secured and for- 
warded, name by name, through 
the cooperation of 132 leading 
Industrial Distributors. Over 
1200 trained salesmen of indus- 
trial equipment assist in build- 
ing and checking M & F’s circu- 
lation. The census checks with 
the accuracy of a bank ledger. 


 Allentewn-betlibebens 


Trading Area 


stand out in sharp detail i 
Mill & Factory’s Ceremiations 
Census. This sales-righ trac 
ing area is but one of the 13, 
markets that are personal 
ized by the Circulatio 


“Substitutes for Field Trip’ 
Say Sales and Ad Managers 


“Lets you see a trading area 
through the eyes of a distribu- 
tor.” That’s an Ad Manager’s 
description;—one of many who 
want to know exactly where 
their advertising dollars are 
going and what coverage their 
companies are getting market- 
wise. Examples will be shown 
any executive who wants to buy 
industrial coverage on a scien- 
tifically measured basis. 

Mill & Factory 


Plant Rating and Coverage Table 


Allentown-Bethlehem 
Trading Area 
Plants 
Receiving Readers 
No. of Mill & in These 
Ratings Plants} Factory Plants 
AAA 51 51 100% 125 
AA 18 18 100% 35 
A 11 611 100% 14 
B 21 21 100% 33 
c 23 23 100% 28 
Others — 85* _ 114 


+Excluding branch offices and warehouses. 
*Unrated or lower rated plants with sub- 
stantial buying power. 

MILL & FACTORY’S CIRCULATION 
«.. covers all worthwhile p!ants in area. 
++.reaches the men who can “yes” and 

make it stick. 


Write or call CONOVER-MAST PUB- 
LICATION, 205 East 42nd St., New 
York 17; 333 North Michigan Ave., 
Chicago 1; Leader Building, Cleve- 
land 14; Duncan A. Scott & Co., West 
Coast Representative, Mills Building, 
San Francisco 4; Pershing Square 
Building, Los Angeles 13. 
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AMI to Sponsor 


Waring on 149 
NBC Stations 


Chicago, Jan. 3.—In an expan- 
sion of its educational advertising 
program, the American Meat In- 
stitute on Jan. 15 will begin spon- 
sorship of the Fred Waring variety 
shew. coast to coast on 149 NBC 
stations. The institute’s advertising 
campaign also includes an exten- 
Sive list of newspapers and na- 
tional weekly magazines, women’s 
publications, home economics jour- 
nals, business papers and publica- 
tions in the medical and related 
fields. 

Voted the best daytime program 
in a recent radio editors’ poll, the 
Waring show has been an NBC 
sustainer for the past six months. 
AMI will sponsor the Tuesday and 
Thursday broadcasts, 10-10:30 
a.m., CST, and the show will also 


be aired Monday, Wednesday and 
Friday at the same time. 


Food Products Sponsors 


Two Pacific Coast grocery prod- 
ucts accounts have purchased 
quarter-hour participation periods 
in “Housewives Protective League” 
over 10 CBS Pacific network sta- 
tions. The sponsorship was begun 
Jan. 7 by Loma Linda Food Com- 
pany, Arlington, Cal., Mondays, 
Wednesdays and Fridays, and by 
the Wilco Company, Los Angeles, 
for Bif insecticide and Clearex 
glass cleaner, Tuesdays and Thurs- 
days, 12:30-12:45 p.m. PST. Both 
accounts are handled by the El- 
wood J. Robinson Advertising 
Agency, Los Angeles. 


Sterling to Use ABC 


Sterling Drug, Inc., New York, 
beginning Jan. 7, will advertise its 
full line of products, including 
Fletcher’s Castoria, on the “Bride 
and Groom” program broadcast 


over the full American network, 
2:30-3 p.m. Two CBS shows, 
“Amanda” and “Second Husband,” 
will be dropped by the company. 
Dancer - Fitzgerald - Sample, Chi- 
cago, is the agency. 


New General Mills Show 


General Mills, Minneapolis, on 
Jan. 14 begins a new daytime 
serial within its “General Mills’ 
Hour” on NBC, which currently 
carries “The Guiding Light,” 1-1:15 
p.m.; “Today’s Children,” 1:15- 
1:30 p.m.; “Woman in White,” 
1:30-1:45 p.m. and “Hymns of All 
Churches,” 1:45-2 p.m., CST. 

Under the new setup, General 
Mills will drop “Hymns of All 
Churches” from NBC, placing it 
on the American Broadcasting 
Company network. It will place 
the new daytime serial, ‘““Masquer- 
ade,” written by Art Glad and 
supervised by Irna Phillips, in the 
1:45-2 p.m. slot, and will insert 
Betty Crocker into a five-minute 


period, 1:27 to 1:32 p.m. CST. 
The programs promote alter- 
nately General Mills’ Wheaties, 
Bisquick, Gold Medal Kitchen 
Tested flour, Softasilk cake flour 
and Betty Crocker soups. Knox 
Reeves Advertising, Minneapolis, 
and Dancer - Fitzgerald - Sample, 
Chicago, are the agencies. 


‘Betty Moore’ on ABC 


Benjamin Moore & Co., New 
York paint manufacturer, on 
March 2 will begin sponsorship of 
its annual 12-week “Betty Moore” 
series on the American Broadcast- 
ing Company network, Saturday, 
11:30-11:45 a.m., EST. St. Georges 
& Keyes, New York, is the agency. 


Carnation Lists Guests 


The “Carnation Contented Hour” 
program on NBC, with the pro- 
gram of Jan. 7, will use guest stars 
as part of the new format in its 
New York origination. Larry Ad- 
ler, harmonica virtuoso, is the first 


Natio 
writers wi 


National Representatives BOGNER & MARTIN 


Readers of The Star do the town... but 


THE 


up brown! These Joes and Janes not only hit « 
the hot spots, but go for anything that adds 
zest, sparkle and happiness to the moment. 
They’re joy-minded, yet solid. They think the 
right reading is a treat and spending is fun. 
So they put out a nickel weekly for The Star | 
and many dollars for its alluring, advertised 
products. 


WEEKLY WITH DAILY CIRCULATION 
90,818 A. B.C. 


295 MADISON AVE., NEW YORK 17,N. Y. 
180 N. MICHIGAN AVE., CHICAGO 1, ILi. 
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guest of a series which includes 
Tommy Dorsey, Evelyn Knight and 
Marie Green. Don McLaughlin is 
the new master of ceremonies. 
Percy Faith continues to arrange 
and direct the “Contented Hour” 
music. Erwin, Wasey & Co., Chi- 
cago, is the agency. 


Philco on WGNB 


The Philco Corporation, Phila- 
delphia, between Jan. 7 and 11 is 
sponsoring five daily full-hour pro- 
grams, titled “Philco Musical Pa- 
rade,” on WGNB, Chicago FM sta- 
tion. The shows will be heard at 
3:30 p.m., CST, originating from 
the Furniture Mart, Chicago, where 
the annual furniture show is in 
progress. 


Tide Water Airs Sports 


Tide Water Associated Oil Com- 
pany, western division, San Fran- 
cisco, on Jan. 4 will begin spon- 
sorship of Pacific Coast college 
basketball, using KRSC, Seattle; 
KGA, Spokane; KWJJ, Portland; 
KFIO, Spokane; KRLC, Lewiston, 
Ida.; KMTR, and KMPC, Los An- 
geles, and KLX and KROW, Oak- 
land, Cal. It will sponsor 75 con- 
tests. Agency is Buchanan & Co., 
San Francisco. 


Takes Longer Program 


“Tapestries of Life,’ human in- 
terest story program sponsored by 
Forest Lawn Memorial Park, 
Glendale, Cal., which originates on 
KNX, Los Angeles, and is heard 
over the CBS Pacific network, has 
been increased from a quarter- 
hour to a half-hour program. Dan 
B. Miner Company, Los Angeles, 
is the agency. 


Renews Guy Lombardo 


For the third consecutive year, 
Guy Lombardo and his Royal 
Canadians show have been re- 
newed by Larus. & Bro. Company 
on the American Broadcasting 
Company network, for Chelsea 
cigarets and Edgeworth tobacco. 
Warwick. & Legler, New York, is 
the agency. 


Plans Special Show 


Schlitz Brewing Company will 
sponsor a half-hour show over the 
American Broadcasting Company 
network at 7:30-8 p.m., EST, Jan. 
30, for the Milwaukee centennial 
celebration. The show will feature 
stage, screen, radio and other 
celebrities in cut-ins from New 
York, Hollywood and Tokyo. 


Rainier Renews Program 


The Rainier Brewing Company, 
San Francisco, has renewed “Mur- 
der Will Out” over the American 
Broadcasting Company’s California 
network. Buchanan & Co., Los 
Angeles, is the agency. 


Schutter Buys Time 


Schutter Candy Company, Chi- 
cago, maker of Old Nick and 
Bit-O-Honey candy bars, has pur- 
chased the Sunday 5:30-6 p.m., 
EST, time of the full American 
Broadcasting Company network, 
starting Feb. 3 on a 52-week basis. 
No show has yet been decided on. 
Schwimmer & Scott, Chicago, is 
agency for Old Nick; Westheimer 
Advertising Agency, St. Louis, 
and Kaplan & Bruck, New York, 
handle Bit-O-Honey. 


LOOK IT UP in 
the MARKET DATA BOOK! 


INDUSTRIAL 
MARKETING 


CONSUMER MARKETS EDITION 
a 
BUSINESS PUBLICATIONS EDITION 
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Advertising Age, January 7, 1946 


Model Railroad 
Maker Gets Set 


for Record Year 


Milwaukee, Jan. 3—The $1,- 
500,000 spent on the model rail- 
road hobby in 1944 will at least 
be doubled this year and Wil- 
liam K. Walthers, Inc., Milwaukee 
manufacturer of model railroading 
equipment, indicated this week it 
intends to get its share of the 
postwar business. 

The Milwaukee concern, which 
produces materials used in build- 
ing model railroad layouts to scale, 
plans to turn out 5,000 model 
locomotives this year, compared 
with the 1,000 it produced in 1941. 
It will also manufacture the other 
3,000 items it has always produced 
—tracks, cars, etc. Cost of the 
locomotives alone runs from $50 
to more than $100 each. 

To meet the huge pentup de- 
mand for products, Walthers has 
purchased the American Model 
Railroad Company, Yardley, Pa., 
and the Baldwin Model Locomo- 
tive Works, Norwalk, Conn., which 
will continue production in those 
cities. 

The Milwaukee company, said 
Mr. Walthers, will maintain its 
present advertising program in 
Model Craft, Model Railroader, 
Popular Mechanics and Popular 
Science. 


Milwaukee Agency Adds 
Three New Members 


Klau- Van Pietersom - Dunlap 
Associates, Milwaukee agency, has 
added Charles Ast and Earle R. 
Kirkbride, art directors, and Ken- 
neth Niemann, research assistant, 
to its staff. 

After war service, Earl Prichard 
has returned to the agency’s art 
staff where he began his career 21 
years ago. Prior to the war he 
served as art director of several 
agencies and for five years oper- 
ated his own studio. 


Walker to Open 
London Offices 


George W. Walker, Detroit in- 
dustrial designer, has announced 
the opening of branch offices in 
London. 

While he has not revealed what 
British accounts he is handling, 
speculation is that he will work 
with at least one major automo- 
tive manufacturer to modernize 
exterior and interior design on 
American lines, adapted to mass 
production methods using avail- 
able labor. 


Appoints Power 


Ralph L. Power, Advertising, 
Los Angeles, has been appointed 
to handle a campaign for Central 
Electronic Service, Beverly Hills. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


207 North Michigan ‘Avenue 


Chicago 1, Ilinois 
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Budd Appoints Sargent 


Fitzwilliam Sargent, formerly 
eastern railway sales manager of 
Edward G. Budd Mfg. Company, 
has been appointed railway sales 
manager, with headquarters in 
Philadelphia and New York. 


Adds to Offices 


Abner J. Gelula & Associates, 
Atlantic City, has opened addi- 
tional offices in the Lewis Tower 
building, Philadelphia, where it is 
establishing the added services of 
marketing and research. 


l. S. Repplier, 
Council Director, 
Elected President 


New York, Jan. 3—Theodore S. 
Repplier, executive director of the 
Advertising Council for the past 
two and a half years, has been 
elected president. 

Mr. Repplier joined the War 
Advertising Council, as it was 
then called, in April, 1943, as man- 


ager of the Washington office. He 
later became executive director, 
playing an important part in de- 
veloping the council’s wartime 
work. Previously he had been 
campaign manager of the War 
Manpower Commission, and prior 
to that, associate copy director of 
Young & Rubicam, New York. 
Discussing the council’s peace- 
time work of applying advertising 
methods to the solution of national 
problems, Mr. Repplier said the 
housing problem will be one of 


37 


the next tasks the council will 
work on in cooperation with the 
government and various elements 
of the building industry. 


_ MIMEQGRAPHING 


THE LETTER SHOP, Ine, 
481 S. Dearborn St., Chicago 3. Jiinds 


DEMOCRAT BUILDING, ST. 


RUSS BUILDING, SAN FRANCISCO, CALIF, 


Oranges—not icicles—are hanging on the trees 
when January comes to the Southland! That’s one 
of the reasons why the South is different—and why 
Holland’s is different, too. Because Holland’s circula- 
tion is concentrated in the 15 Southern states and its 
editorial matter is concentrated on the South’s express 
needs. With a climate permitting oranges in January 
the South’s needs are necessarily different. Weight and 
type clothing, housing and living conditions are different. 
The kind of foods the South eats is different—and its 
planting seasons are different. Because Holland’s gives 
the Southerner the information he wants at the time he 
wants it, Holland’s gets greater reader interest— 
—greater reader reaction—and that’s why Holland’s 
sell the South! 


EE 9 
Hellands 
“The Magazine of the South 


52 ‘VANDERBILT AVENUE, NEW YORK * 75 E. WACKER DRIVE, CHICAGO * 205 GLOBE- 
West Coast Representatives: SIMPSON-REILLY, LTD. 
© GARFIELD BUILDING, LOS ANGELES, CALIF, 


LOUIS °¢ 


DALLAS, TEXAS 


ORANGE PICKING | 


TIME IN 


COVER THE SOUTH AND 
KEEP IT COVERED WITH 
HOLLAND'S 


Magazines 


2 Leading 86.4% of National Average 
General Without Hollond's 

Magazines 5 f ’ 

3 Leading 86.25% of National Average 
Women's Without Holland's 


105°o WITH HOLLAND'S 


2 leading 
Shelter 
Magazines 


People in the South 


age of the South 


and see why! 


70.50% of National Aver 
age Without Holland's 


111% WITH HOLLAND'S 


and 91% keep it for future reference. 
And you get more than 100% cover- 


than the coverage you get throughout 
the rest of the nation with leading 
national magazines. Study the chart 


read HOLLAND'S 


with HOLLAND'S 
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tells 


No need to be coy. MLLE, the typical 
MADEMOISELLE reader (college girl, career 
girl, young-married ) is frankly 18 to 30. 
She and nearly half a million other MLLEs 

set trends in dressing, furnishing, traveling, 
buying for millions of other 18-to-30’s. 

A powerful group for advertisers to sell! 
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A Street & Smith Publication 
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lhe Creative Wan? Corner 


The following is the full text of an ad- 
vertisement that appeared in newspapers 
during Christmas week over the signature 
of the McKay Foundation of Baltimore. 


DESTINY BECKONS TO ALL AMERICANS 


Man’s time on earth? 

Some say it’s fifty or a hundred million 
years since the first homo sapien roamed 
the plains and hunted in the hills... 

Advanced apes—low humans — missing 
links—the first dim dream of God. 

Then, upward struggle. Fifty or a hun- 
dred million years. Does it matter? The 
road’s been long. 

Note you the gory milestones that punc- 
tuate his highway through these centuries 


of time ... engraven slabs, marked: Rape 
—Plunder — Treachery — Intolerance. The 
weak in human bondage. Souls locked in 
darkness, like a gaol. Lust! And one 


usurper crushing down the next—only to 
be lost himself in the eons. 

What computator can count the miserable 
graves man has left along his path? What 
means to total up the skulls left grinning 
in the sun? What heart or brain can ever 
comprehend the dreams and hopes that died 
in the young men shattered on an ancient 
Athens hill—or on an Iwo beach head? 

Where now the merchants and fishmon- 
gers who grew so rich while Greeks gave 
way to the barbarians? 

Where now are Caesar’s legions warring 
against Jesus in Christiandom’s arena? 
Where now Cassio who would destroy 
semitic Carthage with true atomic ven- 
geance? 

Does Athens smile again that Augustus 
stalks no more in Rome? Dust to dust... 

And now—America! 

The clean air... The sweet land... 
Song birds and gentle animals. The hills 
and dales and snow-capped lofts that is 
God’s canvas. 

And in the earth—uranium. A name, like 
other things. Like neutrons—atoms. Are 
they the identifying symbols of God's 
bounty, or must they be gibberish hiero- 
glyphics? The creator’s secrets as toys of 
death. 

Think now, Americans All! 

. then look ahead! 

The finger of destiny points toward these 
shores where lives man’s only hope. 

Points to this land where Freedom tries 
to grow—a thin stalk bending with the 
storm. 

Watch Freedom’s rampart, Americans! 
You are the custodians of a precious heri- 


Look back 


tage. 
Americans All. You were the Irish and 
the Swedes. The Germans... the Italians. 


You were the English and the Poles. The 


Czechs .. . the Africans. 
You are the Catholics; the Jews and Prot- 
estants. You are All American! You are 


Nou Ought toKuow . 


To get back to our lecture on the evo- 
lution of civilization from fish, it is 
obvious that the medical profession, in 
particular, should never underestimate the 
power of fish. Will C. Braun, business 
manager emeritus of 
the Journal of the 
American Medical As- 
sociation as of the first 
of 1946, although usu- 
ally on the other end 
of a line from a: fish, 
is a case in point. 

Mr. Braun, it should 
first be said, is per- 
haps responsible more 
than anyone else for 
advertisers’ concern 
nowadays with the 
opinion of the AMA and its members 
about food and drug products. Although 
no doctor himself, Mr. Braun is also about 
as much responsible for the healthy 
growth of the association, the Journal 
and other AMA magazines as any physi- 
cian who ever edited the journals or 
directed the affairs of the association. 

Only a short time ago, evolutionarily 
speaking, Mr. Braun was a popular young 
store clerk in Ripley, O. This was in 
1891, a short time after Little Eva, a 
few floes ahead of the bloodhounds, 
scampered across the Ohio River at this 
precise spot. It was when he was out 
on the Ohio, one day, that Mr. Braun, a 
fisherman then as now, made the contact 
that led to his long association with the 
Journal. Mrs. J. C. Culbertson, wife of 
the then editor of the Journal, also was 
out fishing, was introduced to him and 
suggested that he ask her husband for a 
job. In due course Dr. Culbertson of- 
fered a job as subscription solicitor, and 
young Braun, first making sure he could 
get his job back at the general store if 


Will C. Braun 


the All American whelped from the groins 
of the world. Cast from the melting pot 
in which has gone the bloodstreams of the 
universe. The white heat of Liberty— 
Equality and Justice burning to make a sin- 
gle man. 

Yankee know-how from a hundred mil- 
lion years. Yankee genius from which tol- 
erance can be drawn, 

This is our Christmas of Peace in Amer- 
ica ...<And only in America. From coast- 
to-coast; three thousand miles. A little 
fragment of the world sown with a grain 
of hope. 

The Hooded One still stalks his miserable 
way in other corners of the world. Count 
the roll in Siam and China; in Java and 
Manchuria; in Yugoslavia, Iran and Spain. 
New tidal waves of hate and greed are in 
the making ... Fresh tears for mothers— 
widows. 

Manhattan Project. 
Two billion dollars. 


Top drawer secret. 
Neutrons... Uranium 
. .. An atom split. Magic from the brain 
of man. Magic that could turn a lathe in 
Shanghai; burn a lamp in Moscow and heat 
a furnace in Pittsburgh. 

Will this be the mission of Manhattan 
Project, or must it be fifty million more 
years of masses slaughtered? Must God’s 
force be used again and again to prove that 
dust goeth back to dust? To prove that 
skulls do grin, ’though humor has been lost. 

Can cartels and the politics of power 
hold these forees once again for evil? -Or 
will All-Americans assert their leadership? 

You Swedes and Irish. You Germans and 
Italians. You English and you Poles. You 
Czechs and Africans. You Jews and Chris- 
tians. You whose common blood stream 
makes you Americans—Harken! 

Stand big for peace. Lift high the flame 
of Liberty that all the world may see. Lift 
high the sword of Peace to rally ’round you 
the little peoples of all lands ... Make big 
your voice, America ... But hurry; 

God is watching and the hour grows late. 

The McKay Foundation, according to 
the advertisement which appeared with- 
out illustration in four columns, “has 
been established by the Messrs. Earle 
and Zachary Kay as a forum through 
which to bring to the American people 
a re-dedication of those honest and 
rugged principles which inspired our fore- 
fathers to carve our form of government 
and the American way of life on these 
shores.” 

And that, my friends, must be the 
strangest of all the strange advertise- 
ments that have set out to sell “the 
American system!” 


eo eo Will C. Braun 


he should need it, packed his bags and 
came to Chicago. 

At that time the Journal was eight 
years old and had a circulation, chiefly 
in Illinois, of about 3,500. Its headquar- 
ters occupied a 30x60-foot space, illumi- 
nated by two gas jets, in a building at 
Wabash and Randolph; its staff consisted 
of two men and two women. The format 
of the Journal was then about the same 
as now, with the index on the front 
page over an advertisement. 

The first person Mr. Braun tried to 
interest in a subscription was Dr. Nathan 
Davis, whose offices were just around the 
corner from the Jeurnal. It turned out 
Dr. Davis had founded the Journal. Back 
at the AMA office, Braun checked his 
list of doctors against the list of sub- 
scribers and started out again. It was 
hard going until he learned to sell mem- 
berships in the association and give the 
subscription as a bonus. After that he 
had a fairly easy time and soon gradu- 
ated to space salesman. 

The space selling was hard, too, at first, 
but came easier after he developed a 
knack of granting a few free pages to 
advertisers who would contract to buy 
a few more. Mr. Braun still has the 
ledger of his first accounts, which in- 
cluded small companies since grown 
through consolidations or otherwise into 
such giants as Sterling Drug, Abbott 
Laboratories, Frederick Stearns & Co. and 
Parke, Davis. 

Most of the advertisements in the Jour- 
nal in the early ‘90s promoted antipy- 
renes and analgetics—fever and pain 
killers. There were also ads by sanataria 
catering to opium addicts, ads for “muscle 
beater” devices, for beef tonics called 
“valuable in cases of anemia, malarial 
fever, chlorosis, incipient consumption, 


nervous weakness and La Grippe,” and 
for peroxide of hydrogen, advertised as 
“absolutely harmless; most powerful bac- 
tericide and pus destroyer.” It was some 
time later that the AMA heads set up 
an advertising committee with power to 
rule out objectionable ads before they 
appeared. 

In 1892 Mr. Braun was very nearly 
shuffled out of the organization when a 
new editor and business manager was 
appointed, but he continued selling ads 
and promoting the circulation efforts—a 
job he has now handled for more than 
half a century. By 1900 the circulation 
was up to 18,000; by the time Dr. Morris 
Fishbein became assistant editor of the 
Journal in 1913 it was well over 50,000. 
When Dr. Fishbein became editor, Dr. 
Olin West became general manager, and 
Mr. Braun,-business manager. In 1924, 
the readers numbered 80,000. Last year 
circulation -was about 111,000 and the 
total income from the Journal, Hygeia 
and -the special journals published by 
AMA was $3,075,000. 

Besides managing the affairs of the 
Journal, Mr.- Braun ‘has also simulta- 
neously been business manager of the 
American Journal of Diseases of Chil- 
dren, founded in 1911; Archives of In- 
ternal Medicine, 1908; Archives of Neu- 
rology and Psychiatry, 1919; Archives of 
Otolaryngology, 1925; Archives of Ophthal- 
mology, 1869; Archives of Pathology, 1926; 
Archives of Surgery, 1920; Hygeia, 1923, 
and, before it was discontinued for the 
war period, Archives of Dermatology & 
Syphilology. War Medicine, published 
by the association during the war, has 


.had as its advertising head..T..R...Gar~ 


diner, who succeeds Mr. Braun as busi- 
ness manager of the other journals. 

Hygeia is the only AMA publication 
“recognizing” advertising agencies, Not 
in Will Braun’s 54 years with the journals 
has he ever seen fit to grant the usual 
15% to agencies, and he asserts that this 
policy has not hurt the magazines he 
manages. The cash discount is 5% as 
against the usual 2% to advertisers, but 
that is the limit to which he has gone in 
this direction. , 

All the work connected with building 
the circulation of the journals and add- 
ing to the list of advertisers, with the 
added duties of getting funds from the 
80 AMA board members under whom he 
has served, in order to build an adequate 


plant, seems to have been borne by the 
business manager with no ill effects. At 
77, Will Braun has all the energy of a 
five-year-old. Partly this is because a 
lot of worry about which of anxious ad- 
vertisers shall have permission to use 
Journal space, has been routed around 
him, leaving him fully free to fish for 
advertisers as he likes. 

Not infrequently, he points out, it has 
been said that the AMA seal of approval 
has been accorded to good Journal cli- 
ents primarily because they are just that. 
This is not true. Not once, he avers, has 
he ever seen the advertising committee, 
which is composed of heads of the AMA 
councils on pharmacy or food or other 
units, pay any attention to the advertis- 
ing revenues, or lack of revenues, from 
companies which submit products for ap- 
proval. 

Asked what he thinks about working 
with medical men, Braun admits they 
can be a curious lot at times, very un- 
predictable, but as a whole very easy 
to work with. He counts his years with 
the Journal very happily spent, filled 
with pleasant experiences and the best 
of friendships. 

Certainly there can be no doubt that 
Will Braun has survived his long period 
of service for the medical field—and 
through it, the public—in the best of 
spirits. His interest in his work is such 
that he feels very thankful that, on re- 
tiring as business manager, he can retain 
a small part of the office space as emeritus 
manager and keep a finger in the pie. 

Considering how uncomfortable he 
thinks he would be away from his desk, 


-~d¢-is: curious to note the wide range of his 


outside activities. He kept up a Victory 
garden all during the war at his Wilmette 
home, where he and his wife live near 
their daughter, Mrs. Harrie Lee Hall, and 
their son, William, ad representative in 
Chicago of Williams & Wilkins, medical 
publishing house. He likes a good game 
of bridge, poker or any of several other 
card games, and does‘a lot of reading. 

Primarily, however, as might be sup- 
posed, he still counts fishing. his major 
pastime. For many years now, each sum- 
mer, he has spent his vacation at the 
Lake of Woods in Canada, exchanging 
bait for muskies. Quite a group of friends 
have formed a regular club armed for 
musky battles. Some of them are doctors, 
in fact. 


lhe Pay a Off T NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


USING HEADLINES INSTEAD OF FILL-INS 


ON FORM LETTERS 


Comprehensive tests have proved that 
it does not pay to fill in form letters offer- 
ing propositions having units of sale 
under $5.00. 

Instead of using the stereo: yped “Dear 
Sir” or “Dear Friend” salutation, a grow- 
ing trend is to use a running headline or 
“lead-in.” Such an opening not only gets 
attention but also leads the prospect into 
the first paragraph of your letter. 

An analysis of hundreds of running 
heads shows that they fall into five gen- 
eral classifications or appeals. 


1. News Headlines such as: 


ANNOUNCING OUR 
NEW LINE FOR 1946 


TESTED DIRECT MAIL METHODS 
SHOW THAT EFFECTIVENESS CAN 
BE INCREASE) FROM 2% TO 45%. 


2. Special Offer Headlines such as: 


FREE TO YOU 
FOR ACTING NOW 


HERE’S AN OFFER 
YOU CAN’T AFFORD 
TO MISS! 


3. Challenging Headlines such as: 


HOW MUCH WOULD 
IT BE WORTH TO YOU— 


ARE YOU SATISFIED 
WITH YOUR PROSPECT? 


4. Headlines that Sort the Mail suchas: 


TO THE OFFICE MANAGER 
OR PURCHASING AGENT 


MAKE SURE YOUR 
SALES MANAGER 
SEES THIS LETTER 


5. Attention-Getting Headlines such as: 


IMPORTANT MESSAGE TO 
EVERY REAL ESTATE MAN 


HERE IS PRACTICAL HELP 
FOR THE TURBULENT DAYS AHEAD 


Headlines are most effective when set 
in caps and placed in the same position as 
a fill-in on a letter. In reading a letter, 
the eye naturally focuses on the first 
sentence. Hence, a powerful, attention- 
getting headline will stimulate the pros- 
pect’s desire to read on. Your first para- 
graph of the letter must accelerate this 
desire to read the second paragraph, and 
so on to the end. 

As a rule, a headline limited to three 
lines of three or four words each is most 
effective. It gives you ample wordage to 


put your message across, and it’s quick 
and easy to read. 

In writing headlines for a letter, jot 
down six or eight suggested messages and 
then by the process of elimination pick 
the one that describes most effectively the 
offer or action you desire. 
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Walberg Recalls 
War Effort Ads 
of World War | 


‘Advertising Method’ 
First Demonstrated 
its Value in 1917 


Chicago, Jan. 3.— Advertising 
did a magnificent job for the coun- 
try in World War II, and while its 
achievement far overshadows any 
previous performance, the adver- 
tising’ method demonstrated its 
ability to sell ideas and public 
service even in World War I, ac- 
cording to C. E. Walberg, Chicago 
agency man, who served as the 
lone contact and plan man of the 
Division of Advertising of George 
Creel’s Committee on Public In- 
formation in that war. 


The “very first war ad,” accord- 


—_—_—_—_—_- 


ing to Mr. Walberg, was a full- 
page Red Cross appeal that ap- 
peared in Chicago dailies and for- 
eign language papers in May, 1917, 
contributed by leading Chicago 
businesses. It was the start of a 
campaign of 38 full pages that 
raised nearly $750,000 and secured 
more than 400,000 members for 
the Red Cross, whereas the pre- 
advertising hope of the Red Cross 
was for 100,000 members and 
$150,000. The advertising pro- 
duced at a cost of 244%, as against 
a previous collection cost of 24%. 


Started by Coi. Rankin 


“The idea of sponsored advertis- 
ing was originated by Col. Wm. H. 
Rankin, whose agency then served 
Marshall Field & Co.,” Mr. Wal- 
berg says. “Thus the credit for 
starting all ‘war advertising’ prob- 
ably belongs to Mr. Rankin. I took 
the Chicago campaign to Washing- 
ton, after which the Red Cross 
syndicated it to all newspapers in 
the country.” 

Later, the Secretary of War, in 
cooperation with H. P. Harrison of 


Redpath Chatauqua, Klaw & Er- 
langer, George M. Cohan and 
others launched “Liberty The- 
aters” in training camps through- 
out the country, with expenses to 
be paid through sale of “Smileage”’ 
books to the public at $1 each. The 
books were to be sent to soldiers 
and used as admissions to the per- 
formances, and the Rankin - Chi- 
cago plan of sponsored advertising 
sold $1,000,000 worth of the books 
in short order. 


Walberg Named Plans Man 


Largely as a result of the suc- 
cess of these two pioneering ef- 
forts, the Division of Advertising 
was set up under George Creel 
and Carl Byoir, and Mr. Walberg, 
who was in Washington handling 
the two previous campaigns, was 
chosen as plans and contact man. 

One of the most successful cam- 
paigns run by this division, says 
Mr. Walberg, was the U. S. Em- 
ployment Service drive for the De- 
partment of Labor, on which Lex 
Chiquoine of BBDO cooperated. A 
16-page newspaper-size ad pro- 


gram was prepared, consisting of 
full and fractional-page ads, to- 
gether with full information on the 
USES, and 100,000 copies were 
printed through the courtesy of 
Jason Rogers of the New York 
Globe. Paul Faust of Chicago con- 
tributed much of the copy, and 
Charles, Daniel Frey, Livingston 
Larned and Wm. C. Faul contrib- 
uted the art work. Within a month 
after the “plan book” went out, 
clippings of 1,446 full, half and 
quarter-page contributed newspa- 
per ads poured into Washington. 


Draft Drive Hits Peak 


The most exciting job of World 
War I, however, was the 18-45 
draft campaign, which -Mr. Wal- 
berg handled in cooperation with 
Col. John H. Wigmore, dean of 
Northwestern University law 
school, for the Army. The prob- 
lem was to familiarize the public 
with America’s first full-scale mil- 
itary draft, and to do it quickly, 
so that all men within the age 
groups registered. 

New York newspapers printed 
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MINNESOTA POLL* finds 176, 


State families planning purchase of new 


radio-phonographs. 198,450 of 


735,000 families already own phonographs. 


1. DO YOU PLAN TO BUY A NEW PHONO- 
GRAPH WITHIN NEXT 3 YEARS? 


23% of town residents 
14% of farm residents 


35% of above average group 
25% of average group 
17% of lowest income group 


(83% want radio-phonograph combi- 
nation. 14% want automatic record 
changer. 4% want home recording 
machines.) 


2. HOW MUCH DO YOU EXPECT TO PAY 
FOR IT? 
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hi cakecinksaoh de 14% 
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Ns £63.6-600400016400 7% 
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400 Gopher 


Minnesota’s 


(Of total phonograph owners, 55% now 
own wind-up machines, 11% own 
electric machines, 


Phonographs.) 


4. WHAT TYPE OF RECORDS DO YOU 


BUY MOST OFTEN? 


3.DO0 YOU NOW OWN A PHONOGRAPH? 


{Y  YES—33% of city residents 
19% of town residents 
20% of farm residents 


YEs—60% of top income group 
51% of above average group 
23% of average group 
23% of lowest income group 


34% own radio- 


CITY TOWN FARM 


Classical ..... 14% 11% 9% 
Semi-Classical 17% 22% 23% 
Popular...... 45% 50% 28% 
Se 18% 11% 32% 
Other .....4.. 8% 6% 9% 


(Many families buy several types of records. 
Note: city residents live in communities 
of more than 2,500 population, town 
residents in communities of less than 2,500 


population.) 
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10,000,000 official draft instructions 
in a single night, and these went 
out the next day to 6,000,000 farm 
homes through the RFD, and to 
all leading manufacturers, Cham- 
bers of Commerce, etc. Another 
100,000 bulletins containing ads, in- 
formation and registration instruc- 
tions went out, 742 foreign lan- 
guage papers printed four full 
pages of this government informa- 
tion in 19 languages, publicity and 
advertising filled the land, and 
Gen. Crowder’s estimate of 12,- 
000,000 registrations was exceeded 
by more than 1,500,000 when reg- 
istration day rolled around. 


War Shows Draw Funds 


Another example of advertis- 
ing’s work recalled by Mr. Wal- 
berg were the “war shows” in 
leading cities, developed by Major 
Charles Hart, then of Elks Maga- 
zine, who was head of the Division 
of Pictorial Publicity. His Chicago 


war show, for example, turned in’ | 


an actual net profit of $312,000. 
When the Armistice came along, 


George Creel, Carl Byoir, William 


Chenery of Collier’s and Mr. Wal- 
berg went to the Paris peace con- 
ference as a unit of President Wil- 
son’s group. When they came 
back, the Division of Advertising 
and the Committee on Public In- 
formation had both disappeared 
from the scene. 

From these thin beginnings (the 
Division of Advertising: managed 
to struggle along on a budget of 
about $10,000 a year), sprung the 
mighty effort of World War II, in 
Mr. Walberg’s opinion. Advertising 
after the last war, he says, could 
have done what advertising now 
can do through the Advertising 
Council. He believes that the 
safety advertising which the Ad- 
vertising Council is now sponsor- 
ing in conjunction with the Na- 
tional Safety Council is one of the 
most important peacetime projects 
ever undertaken, and he thinks 
that a campaign to further the 
work of William Benton’s State 
Department information bureau 
would be equally important. 


‘No. 1 Country’ 


“Don’t sell advertising short on 
its possibilities of service to the 
government and public in peace- 
time,” Mr. Walberg says. “In re- 
ality, advertising hasn’t even got 
a start along such lines, and I hope 
every facet of the advertising field 
will stand solidly behind the ef- 
forts of the Advertising Council. 

“As just one advertising man 
who happened to be in on the birth 
of war-effort and public service 
advertising, I feel I know what 
advertising can now do for the fu- 
ture welfare of America. It can 
keep America the No. 1 country 
in the world.” 


Dover Reelected 


William Dover, manager of the 
Los Angeles Examiner’s business 
research division, has been re- 
elected president of the southern 
California chapter of the Ameri- 
can Marketing Association, to 
serve a second year. 


Two Rejoin B&B 

Hoyt Allen, formerly in the 
Army, and Ted Barash, recently in 
the Navy, have rejoined Benton & 
Bowles, New York, in the radio 
department and to handle contact 
work on the Best Foods account, 
respectively. 
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Distribution Key 
to ‘Jobs for All 
Era’, Censky Says 


Hot Springs, Va., Jan..2—Full 
postwar employment and prosper- 
ity depend on the ability of dis- 
tribution to meet America’s full 
production capacity, Fred F. 
Censky, Firestone Tire & Rubber 
Company analyst, told members 
of the Refrigeration Manufacturers 
Association at a recent meeting 
here. 

To increase consumption of 
goods, he urged business to bring 
out new and better products, to 
improve selling techniques and to 
lower prices to broaden markets. 
Asserting that distribution costs 
are too high “if they are higher 
than they need be,” Mr. Censky 
added: “There is abundance of 
evidence that they can be lowered 
substantially. Where distribution 
costs have been studied scientifi- 
cally, they have been lowered ma- 
terially. 

“We lead the world in the de- 
velopment of advertising and we 
certainly have distributed a lot 
of merchandise, but we haven’t 
in any peacetime year since 1929 
distributed enough goods to give 
enough of our people jobs.” 

Mr. Censky pointed out that the 
Committee for Economic Devel- 
opment, of which he is director 
of market research, predicts a 
42% increase in production over 
prewar years, and said, “It is the 
responsibility of the distributors 
to gear their activities to the 


manufacturers’ capacity to pro- 
duce.” 
Nielsen Adds Quaker 


Quaker Oats Company, Chicago, 
sponsor of three major radio 
shows, has signed as a Nielsen 
Radio Index client, the A. C. 
Nielsen Company, Chicago mar- 
ket research organization, has an- 
nounced. 


Wall Leaves Red Star 


Lewis B. Wall has resigned as 
director of sales of Red Star Yeast 
& Products Company, Milwaukee. 
Edward F. Carlson, assistant to 
Mr. Wall, has been appointed his 
successor. 


Appoints Agency Service 

Knapp-Sherrill Company, 
Donna, Tex., has appointed Agency 
Service Corporation, Chicago, to 
handle its campaign for citrus 
products in a list of metropolitan 
newspapers. 


Joins Lennen & Mitchell 

Edmund Wooding, formerly copy 
director at J. M. Mathes, Inc., has 
joined the copy staff of Lennen & 
Mitchell, New York. 


DuMont Names Cramer 


Leonard F. Cramer, vice-presi- 
dent and director of Allen B. Du 
Mont Laboratories, Passaic, N. J., 
has been appointed director of the 
company’s newly-created televi- 
sion broadcasting division. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 
tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Forbes Names Two 


Bruce C. Forbes, in charge of 
the Detroit office of B. C. Forbes 
& Sons Publishing Company, New 
York, has been elected vice-presi- 
dent and Malcolm S. Forbes, re- 
cently discharged from the Army, 
has been named assistant pub- 
lisher of Forbes. 


Two Join D. L. Newman 


Beth Fagenstrim Black, formerly 
fashion advertiser of Hale Bros., 
San Francisco, and Gwen Evans, 
formerly operator of her own 


agency in Salt Lake City, have 
jceined D. L. Newman Advertising 
Agency, San Francisco, as account 
executive and art director, respec- 
tively. 


Gypsum Appoints Three 

National Gypsum Company, 
Buffalo, N. Y., has appointed Nor- 
man A. Bialy general sales man- 
ager of all building products; 
Frank E. Shull manager of gyp- 
sum and building lime sales, and 
Amos B. Miner manager of in- 
dustrial sales. 


we 


Photochrome Changes 


The name of Photochrome Col- 
orprint Laboratory has been 
changed to Frank Miller Labora- 
tories, following expansion and a 
change of address of the color 
print service to 846 N. Fairfax, 
Hollywood 46, Cal. There is no 
change in ownership or manage- 
ment. 


Philco Changes Name 


The board of directors of Philco 
Corporation, Philadelphia, has 
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& Television Corporation, a 
wholly-owned subsidiary which 
handles national distribution of 
Philco products in the United 
States, to Phileo Products Incor- 
porated. 


changed the name of Philco Radio 


the HOMEMAKER 
Is Growing! 


The pocket-size service magazine 
that's rapidly becoming a favorite 
with American women! 


New York 19 


1745 Broadway 


A FEW 


\ Junket 

Borden's Milk 
Pillsbury Flour 
National Biscuits 
Vick's Vatronol 
PM Whiskey 
Ruppert Beer 


Gulf Oil 


NATIONAL ADVERTISERS 
WHO HAVE CASHED IN 
ON THE RICH 
WESTCHESTER MARKET: 


American Radiator 


Chesterfield Cigarettes 
New York Central 


= 
z 


Va 


estch 


chester. 


You know what 


you're buying when you step in and 
make a bid for your piece of the 
Westchester market. You wouldn't 
think of passing up a city like Buf- 
falo, yet here is a market that lays 
$16,000,000 more cash on the line 
for food every year than the city 
of Buffalo. The gals in Westchester 
spend $3,000,000 more for drugs 
and cosmetics than those in Buf- 
falo. And building material sales 
in Buffalo didn’t 
$5,500,000 of those in West- 


come within 


We don’t recommend that you 

pass up Buffalo, but we DO 
RECOMMEND that you add our 
hard-hitting coverage of this silver 

platter Westchester market to your 


1946 advertising schedule. 
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Two Appoint Al Fried 


Morse-Starrett Products Com- 
pany and George H. Holman, Oak- 
land, Cal., have appointed the Al 
Fried Advertising Agency, Oak- 
land, Cal. A test campaign for 


, Four 


Morse-Starrett products, wire rope 
cutters and seizing bands, has 


“ace = Ea 2 : been started in local newspapers 


or ae : and the schedule will be expanded 
. pet mI a to include business papers. Busi- 
Lane Yighway ie dog - a Fs : ness papers will be used for the 
anne bats Sede eh ; Holman account. 


executive vice-president of the 


TT ee om — P Elected V.P. 
q i We LIN} WN , ra a Pia Hey EParry hes been elected 


Commercial Solvents Corporation, 
New York. He was formerly vice- 
president in charge of production, 
a position to which Maynard C. 
Wheeler of Terre Haute, Ind., suc- 
ceeds. 


Law Succeeds Bayles 


C. E. Law has succeeded R. W. 
Bayles as sales manager of the 
James Morrison Brass Mfg. Com- 
pany, Toronto. Mr. Law joined 
the company in 1916 and has 
served in various departments in 
its Toronto and Montreal offices. 


* 


Reincke - Ellis -Younggreen & Finn 


announces 
that as of January 1- 1946 


the corporation name 


will be 


Reincke, Meyer & Finn 


INCORPORATED 


Advert, ising 


ESTABLISHED 1907 


520 NORTH MICHIGAN AVENUE 
CHICAGO 


JOSEPH H. FINN : Chairman 
WALLACE MEYER - President 


CHARLES A. REINCKE - Secretary- 
Treasurer 
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Aldens’ Policies 


Told in Booklet 
for Executives 


Chicago, Jan. 2.—Aldens Chi- 
cago Mail Order Company, which 
earlier this year prepared attrac- 
tive booklets explaining company 
policies and regulations to its ex- 
ecutives and regular employes, has 
now issued a plastic-bound 30- 
page booklet, “The Principles of 
Aldens,” for its executives. 

The booklet contains 97 clear 
statements of specific policy in 
general management, merchandis- 
ing, advertising, sales, operating, 
personnel and financing—explain- 
ing, according to the foreword of 
R. W. Jackson, president, “the 
kind of business we are, and want 
to be, and how we expect to oper- 
ate, both internally as well as ex- 
ternally.” 


Caters Chiefly to Women 


Regarding general management 
policies, the booklet explains that 
Aldens must operate as a fashion 
store in the medium price field, 
catering chiefly to women; that 
wherever performance is measur- 
able, incentive compensation will 
be used; that promotions must not 
be made on length of service alone 
“as this would jeopardize the ex- 
ecutive’s relation with the com- 
pany” and retard company effi- 
ciency; that “no person shall re- 
ceive orders from more than one 
source”’; that “we will comply with 
all federal and state laws, observ- 
ing not only the letter of the law 
but the spirit as well’; that “we 
shall aim to be the style leader in 
the wearing apparel and home 
furnishings field”; that “every 
source shall be given an oppor- 
tunity to submit prices on a com- 
petitive basis,” but “small price 
differences may not always justify 
changing a source,” etc. 


Develops Own Brands 


On merchandising, the booklet 
states that “a planned percentage 
of our promotions shall be of the 
venture type.” “We will,” it says, 
“develop our own brands made 
according to quality specifications, 
without overlooking the impor- 
tance of national brands in dis- 
tribution. At least one leading na- 
tionally advertised item shall be 
displayed in each line that we 
carry, but not to the extent that 
it overshadows our own merchan- 
dise as to assortment or selection.” 

In pricing, the booklet explains 
that Aldens’ lowest “price point’ 
shall be as low as that of principal 
competitors; that “there must be 
at least three price points in each 
line and at least three selections 
within each price point’; that in- 
ventories shall be valued at cost 
or market, whichever is lower; 
that small suppliers may be used 
where they show promise of de- 
velopment, and they will be given 


“I jest got discharged from the 
Army, Pappy—WFDF Flint says 
ye gotta gimme my old job 


back.” 
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financial assistance when expe- 
dient. 

The catalog, described as the 
Aldens store, must “emphasize 
style, glamor, youthfulness and 
good taste, with its major empha- 
sis on youth habits.” Illustrations 
“must be so laid out that the 
pictorial effect appears much more 
dominant to the eye than the 
copy.” 

No Credit Over-Emphasis 


Explaining sales promotion, the 
booklet says “we shall concentrate 
our promotional efforts in those 
areas where our service record is 
as good as competition”; the Al- 
dens market will be restricted to 
the United States and its posses- 
sions; with the vast majority of 
Aldens’ customers residing on 
farms or in small towns, the rural 
market is the company’s prime 
market; credit, C.O.D. and charge 
accounts will be used aggressively, 
but credit shall “not be over-em- 
phasized to the extent that our 
high style and quality concept is 
diminished, nor to the exclusion of 
cash sales.” 

“All forms of advertising that 
prove beneficial to use will be 
used,” it says, including magazines, 
newspapers, farm _ publications, 
radio, television, etc. “Customers 
should receive annually as many 
contacts of whatever kind—cata- 
logs, flyers, package inserts, stimu- 
lators, selling letters, advertising, 
etc.—as good business permits.” 
Promotional efforts, it adds, will 
be planned to produce an annual 
increase of 10% in the customer 
list. 

Other points cover worker 
morale, working conditions, cus- 
tomer relations, invoice practices, 
insurance, etc. Aldens this year 
has on request distributed 5,000 
copies of a “Success Through 
Leadership” booklet to business 
officials throughout the nation. It 
was prepared by Jack C. Staehle, 
director of industrial relations, 
who handled preparation of the 
new booklet. 


Booker Joins Culp 


Earl R. Culp Company, Los An- 
geles agency, has changed its 
name to Culp & Booker with the 
addition of Howard Booker, pre- 
viously with West-Holliday, pub- 
lishers’ representative, as a part- 
ner and account executive. Lt. 
James S. Wilson has joined the 
staff as production head. 


Joins Restaurant Group 


Col. Paul P. Logan, Army food 
authority, has been appointed to 
the National Restaurant Associa- 
tion staff to direct research on new 
food products and processes. He 
recently retired from the Army 
as chief of food services of the 
Army Services. 


Unger Advanced 


J. J. Unger, western sales man- 
ager of United Artists, New York, 
has been promoted to general sales 
manager. Prior to joining United 
Artists, he was eastern and Cana- 
dian division manager of Para- 


THE KEY THAT 
OPENS THE DOOR 


to future sales in 

the Petroleum In- 
dustry, world wide 
coverage. Tell your 
story to this vast audi- 
ence—they are buying 


NOW. 


Complete coverage of 
a big new market 


WORLD PETROLEUM 


Under the Management of 
REX W. WADMAN 


2 WEST 45TH STREET +» NEW YORK 19,N Y 
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Strykers Soap 
Drive Increases 
in California 


San Francisco, Jan. 3.—Newell 
Gutradt Company, in one of the 
largest West Coast campaigns for 
a soap company, is promoting its 
Strykers granulated soap in large 
space color and black-and-white 
insertions in newspapers in Long 
Beach, Los Angeles, Oakland, 
Pasadena, San Diego and San 
Francisco. 

The company is using a half- 
hour audience-participation show, 
“Meet the Missus,” heard Saturday 
mornings over CBS stations in 
California. Strykers soap is also 
plugged in 11 daily participation 


programs on four San Francisco 
stations and four Los Angeles sta- 
tions. 


Garfield & Guild handles the) 


account. 


Resumes Full Issues 

Air Conditioning & Refrigera- 
tion News, which has for some 
time published abbreviated edi- 
tions, carrying advertising only on 
alternate weeks, resumes regular 
publication of full-size issues car- 
rying ads each week with the 
Jan. 7 issue. 

The publication’s address has 
been changed to 450 W. Fort St., 
Detroit 26. 


Ayer Ups Farnath 

Leslie D. Farnath, with the 
media department of N. W. Ayer 
& Son since 1930. has been named 
manager of the department. 


Jan. 11-12. Pacific Advertising 
Association, midwinter conference, 
Camelback Inn, Phoenix, Ariz. 

Jan. 14-16. Newspaper Adver- 
tising Executives Association, con- 
vention, Edgewater Beach Hotel, 
Chicago. 

April 2-5. American Manage- 
ment Association, packaging ex- 
position, Public Auditorium, At- 
lantic City. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

June 20-22. National Industrial 


Advertisers Association, 
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conven- 
tion, Hotel Claridge, Atlantic City. 


‘Post’ Changes Rate 


The Financial Post, Toronto 


‘| business newspaper, on April 1 


will establish one rate for all ad- 
vertisers. The basic one-time 
agate line rate will be 30 cents, 


' Cover Catholic ! 
Schools, Churches, ! 
' and Institutions ! 
| | 
1 1 
t ' 


35 W. WELLS ST., MILWAUKEE 3, WIS.” 


Baltimore News-Post 


front. To put your product 


Daily Double 


in Baltimore 


The beer that slakes the thirst of 
more Baltimoreans than any other 
and Baltimore’s biggest newspaper 
ride down the home stretch to- 
gether . . . both of them out in 


in the 


big money in the nation’s 6th city, 
take a tip from the brewers of 
Baltimore’s top-selling beer. Put 
your ad dollars on the... 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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U. S. Consumer Standards? 
Issue is Still Unsettled 


Various Groups Push 
Standards Bureau in 
Different Directions 


Washington, Jan. 2.— Deter- 
mination of the future role of 
government in promulgating com- 
mercial and consumer standards 
was obviously far from settled last 
week, as Dr. Edward U. Condon, 
new director of the National Bu- 
reau of Standards, studiously con- 
centratea his attention on atomic 
research and basic scientific mat- 
ters. 

Currently occupied as adviser 
to the special Senate committee 
studying a national policy for the 


atom, Dr. Condon had his first 
chance this week to discuss his 
program for the Bureau of Stand- 
ards—but had no word indicating 
any interest in industrial stand- 
ards work. 3 

Although industrial standards 
work has been a major function of 
the Bureau of Standards for 23 
years, powerful industry groups, 
headed by Charles E. Wilson, 
president of General Electric, have 
advised Commerce Secretary 
Henry Wallace that this sort of 
work ought to be left to the Amer- 
ican Standards Association. 


Wallace Undecided 
Secretary Wallace, who has am- 


bitious plans for the Bureau of 


Standards as a point where small 
business can get assistance on 
technical research problems, has 
been unwilling to accept Mr. Wil- 
son’s advice—and has been equally 
unwilling to adopt the sugges- 
tions of government people who 
want the trade standards work 
retained in the bureau. 

On his desk, for example, is a 
report from Iler J. Fairchild, chief 
of the Division of Trade Statistics, 
written nearly a year ago. In this 
report, Mr. Fairchild, who resigned 
last month to take a trade asso- 
ciation job, suggests that stand- 
ards used in “selling” ought to 
have a government origin. 

Standards for “buying,” used for 
purchase under contracts, are cur- 
rently created by more than 200 
national organizations, Mr. Fair- 
child says. Since contract buyers 
are generally well equipped, tech- 
nically and legally, to protect 
themseves, Mr. Fairchild feels they 
can probably get along without 


government help, although it 
would be useful if some private 
organization, like the American 
Standards Association, set up a 
clearing house for these “buying” 
standards. 


Create Confidence 


Mr. Fairchild feels the situation 
is different when a standard is 
employed as a basis for marketing 
or selling. Here, he says, the av- 
erage user, whether large or small, 
is dependent upon the normal in- 
terpretations of the standard com- 
mercial descriptions, sizes, grades, 
ratings and labels. 

“Confidence is needed most at 
the point of sale,’ Mr. Fairchild 
says. “Standards bring about bet- 
ter understanding, and therefore 
promote confidence in commerce. 

“However, if we are to have 
confidence in the standards, we 
must as a nation achieve stability 
in the policies, and confidence in 
the agencies which supervise the 
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WSIX offers: 


Manufacturers and retailers looking toward postwar prospects in the South 


have their eyes on Nashville . . .:for Nashville has set the pace for the 
South with four years of record-breaking gains in population, income and 
retail sales. It is Tennessee's only A-I city, and one of sixteen A-| cities 


and 


in the nation. The rich Nashville market area, with over a million prosper- 


ous buyers, is covered adequately and economically by WSIX—Nash- 
ville's outlet for both the American and Mutual networks. ... We will be 
glad to furnish full particulars on request. Write us—today! 
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1. Top shows of both American 


Mutual networks which 


guarantee an unusual share of 
the radio audience in this area. 


2. A powerful signal at low 
frequency — your assurance of 
a wide coverage at a very low 
cost per radio listener. 


Add it all up — entertainment, 


TENNESSEE 


coverage and reasonable rates 
—WSIX has what it takes to 
put across your sales message. 


AMERICAN 
MUTUAL 


5,000 WATTS 
980 KILOCYCLES 


Represented Nationally by 
THE KATZ AGENCY, INC. 
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development and promulgation of 
standards.” 


Uniformity Not Sought 


Mr. Fairchild argues that as an 
instrument of competition, stand- 
ards should leave room for in- 
genuity. The purpose, he says, 
“is not to make products uni- 
form, nor to give up design dif- 
ferences, nor to hamper future 
improvements, nor to surrender 
any selling points, trade names, 
trade brands, or individual ad- 
vantages. 

“Rather,” he continues, “the 
purpose is to find some common 
ground or platform on which sell- 
ers can stand together to improve 
public understanding and accep- 
tance of the product, to provide 
fair competition, to broaden mar- 
kets.” 

Defending the Bureau of Stand- 
ards as the logical source of such 
work, he points out that various 
industries are currently using 122 
cormmercial standards worked out 
there. By insisting that its stand- 
ards have the approval of com- 
panies representing at least 65% 
of production of the affected com- 
modity, and by democratic con- 
sultation, this work has won popu- 
tar approval, he says. 


Condon Noncommittal 


Dr. Condon had his chance to 
discuss commercial work at the 
Bureau of Standards when he was 
called to testify on the Fulbright 
Bill, setting up an Office of Tech- 
nical Services in the Department 
of Commerce, to channel govern- 
ment developed technical data to 
business. 

Dr. Condon paid high tribute to 
the importance of research to in- 
dustry, and approved sections of 
the bill authorizing this new 
agency to “undertake and pro- 
mote technological research of im- 
portant general nature” using 
public facilities, such as the Bu- 
reau of Standards. 

While he went into considerable 
detail to describe the importance 
of the research that has already 
been done—he told how special 
studies of the flows of oils had 
led to the improvement of paints 
—and the advantage that big busi- 
ness obtains from its research, he 
made no effort to describe what 
he thought the Bureau of Stand- 
ards could do to meet specific 
problems. 


And Wallace, Too 


Secretary Wallace, who also tes- 
tified, said flatly that he hoped to 
make the Bureau of Standards 
facilities available to small busi- 
ness under a “research associates 
plan.” But he did not go into the 
standards issue. 

Mr. Wallace applauded patent 
provisions of the Fulbright Bill, 
providing for universal licensing 
of all federally-developed inven- 
tions, with the individual scientists 
retaining royalty rights. 


Wiggins Promoted 


Oscar H. D. Rohwer, vice-presi- 
dent of Universal Atlas Cement 
Company, Chicago, subsidiary of 
U. S. Steel Corporation, who re- 
tired Dec. 31, will be succeeded 
by Fred T. Wiggins, formerly as- 
sistant to the vice-president in 
New York. Mr. Wiggins will be 
vice-president of the western re- 
gion with headquarters in Chi- 
cago. 
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Finch Foretells 
Wide Use of ‘Fax’ 
as WGHF Is Built 


New York, Jan. 2.— “We con- 
fidently expect a great mass circu- 
lation for facsimile broadcasting,” 
says Capt. W. G. H. Finch of Finch 
Telecommunications, Inc., Passiac, 
N. J., in connection with a report 
on the erection of WGHF, Finch’s 
SM-Fax station, at 10 E. 40th St., 
New York. 

“Everything that combined 
radio and printed matter can give 
will come by facsimile over 
WGHF,” Capt. Finch continued. 
“The printing-recording apparatus 
is well within the means of aver- 
age families. The printer is 
simply attached to the present 
radio receiver; then, on receipt of 
a ‘fax’ signal, the roll of electro- 
sensitized paper in the printer be- 
gins to turn, and out comes the 
printed matter as fast as our sta- 
tions puts it on the air. Illus- 
trated news, with details of mar- 
ket reports, pages of photos, car- 
toons, women’s pages, columnists’ 
contributions, book reviews, cross- 
word puzzles, boxscores. . . 

“Before the war, facsimile was 
broadcast on amplitude modula- 
tion across the ocean, the report 
added. As the newer FM reaches 
only to the horizon, programs on 
the Finch station on 99.7 mega- 
cycles will be limited to about 
6,840 square miles, or a radius of 
50 miles from the vicinity of the 
New York Public Library.” 


Farrell Appoints 


Farrell Publishing Corporation, 
New York, has appointed Robert 
Abramson, previously circulation 
manager of Yank in the European 
theater, as assistant circulation di- 
rector of Everybody’s Digest, In- 


ternational Digest and The 
Woman. Stephen A. Shephard, 
formerly with National Geo- 


graphic Magazine, has been named 
eastern advertising manager of 
International Digest, and Paul M. 
Fletcher, formerly with Associated 
Farm Papers, has been named 
eastern advertising manager of 
Everybody’s Digest. 


Norge Shifts Executives 


The Norge division of Borg- 
Warner Corporation, Detroit, has 
shifted Howard L. Clary from 
manager of sales promotion to as- 
sistant general sales manager. E. J. 
Kanker, formerly assistant to the 
general sales manager, has been 
named to the newly created post 
of director of market research, 
and E. R. Bridge, refrigeration 
sales manager, has been appointed 
merchandise manager. 

Advertising, sales promotion, 
sales training, publicity and pub- 
lic relations activities have been 
consolidated under C. H. Mac- 
Mahon, director of advertising and 
public relations. 


Daggon Named V.P. 


J. J. Daggon, assistant to the 
vice-president in charge of engi- 
neering, Leland Electric Com- 
pany, Dayton, O., has been named 
vice-president in charge of sales. 


Assistant to 
Advertising Manager 
Wanted 


Large manufacturer located in 
midwestern city of 200,000 popu- 
lation offers an exceptional op- 
portunity to an experienced ad- 
vertising manager. Must have 
basic knowledge of advertising 
and sales promotion. Should be 
able to write, lay out and com- 
pletely handle printed material 
such as booklets, sales helps, 
catalogs, etc. In reply state age, 
experience and other qualifica- 
tions. Address: Stewart Weston, 
Room 2235, 135 South La Salle 


Street, Chicago 3, Illinois. 


Parker Joins Miller 


Dorothy Parker, formerly with 
Lambert & Feasley, New York, has 
joined the copy department of 
C. L. Miller Company, New York. 
She was previously connected with 
Ted Bates, Inc.; Erwin, Wasey & 
Co., and the copy department of 
Marshall Field & Co. 


C & B Moves Offices 


The C & B Advertising Agency, 
Inc., has moved to new and larger 
quarters in the Strauss building 
penthouse, 238 W. Wisconsin Ave., 
Milwaukee. 


Joins Fort Dodge 


Lou Ruebel, formerly with 
Hevenor Advertising Agency, Al- 
bany, N. Y., has joined Fort Dodge 
Laboratories, Fort Dodge, Ia., as 
advertising manager. 


Le 
ae 


Ad Series Aims 
to ‘Up’ Prestige 
of Furniture Art 


Chicago, Jan. 2.— International 
Furniture Company, in an adver- 
tising campaign developed and 
placed by its agency, Weiss & 
Geller, has begun a series of in- 
stitutional advertisements designed 
to emphasize the contribution of 
furniture makers to human wel- 
fare. 

The first in the series, head- 
lined “A Rocking Chair for 
Susan,” describes the tiny chair 
in which dreams which lead to 
rose-covered cottages are born. 
“Out of the dreams from which 
homes are planned, has come the 


dealer in furniture” whose store 
eventually became “the hub 
around which ccmmunities devel- 
oped,” the ad says. 

In markets where the company 
has distribution, 1,000-line ads are 
scheduled for a comprehensive list 
of newspapers, and full-page color 
ads will be run in most of the 
women’s service magazines. 


Clokey to Steel Firm 


J. D. Clokey Jr., formerly asso- 
ciated with Superior Steel Corpo- 
ration, and during the war chief 
of the special projects division of 
the Steel Recovery Corporation, a 
government agency, has been ap- 
pointed general manager of sales 
of Washington Steel Corporation, 
newly formed Washington, Pa., 
company which will produce stain- 
less steel. 


45 
Appoints Hirsch Co. 


Superior Insulating Tape Com- 
pany, maker of Super Stik friction 
vape and other tape products, has 
appointed Maurice Lionel Hirsch 
Company, St. Louis, to handle its 
account. Business papers and di- 
rect mail will be used. 


Publishes New Magazine 


Madison Press Company, Lon- 
don, O., has begun publishing Ohio 
Livestock and Public Sale Journal, 
monthly publication devoted to 
pure-bred livestock. 


Barb Joins Hathen 


C. Elliott Barb, formerly secre- 
tary of McLain Organization, Inc., 
has joined Hathen Productions, 
Philadelphia, maker of industrial 
films, as head of the script depart- 
ment. 
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* Do you realize this market 
contains over 3% million 


people; more than these 14 


cities combined: 


City, Indianapolis, 


ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 


mond, Hartford, Des Moines, 


Spokane, Fort Wayne. 


> * 


Kansas 


Roches- 


“DOLLAR FOR 


KRESGE-NEWARK 


Kresge-Newark, one of America’s finest department 
stores, must have complete coverage in America’s 
fourth largest market. So, in September 1944, 
Kresge-Newark bought six 30-minute periods, 
weekly, over WAAT. The “Kresge-Newark Magazine 
of the Air’’, originating from the store, immediately 


won customer acceptance. So only six months later, 


time was increased by 3 additional 30-minute eve- 
ning periods! Now starting their second year over 


WAAT, Kresge-Newark 


sponsors “Your American 


Music”’ on Monday and Friday nights, and “‘Junior | | 
Town Meeting of the Air”, Wednesday evenings. 


Of course the daytime 


broadcasts have also been 


renewed, because they know: 


WAAT delivers 


more listeners per dollar 


in America’s 4™ Largest Market * 


than any other station— 
including all 50,000 watters! 


970 KC 
NEWARK, 
N. a 


(National Representatives: Radio Advertising Co.) 
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Rolley Perfumes 
Seeks National 
Distribution 


San Francisco, Jan. 3. — Having 
established two stores here and 
set up 33 outlets in the West dur- 
ing the past three years, Rolley, 
perfume maker, is now seeking 
national distribution. It has begun 
placing quarter-page ads for its 
perfumes in Vogue, and starting 
next summer will increase these 
to full-page black-and-white in- 
sertions. 


In addition, Rolley ads appear 
weekly in the San _ Francisco 
Chronicle, Examiner and News, 
and the company sponsors a half- 
hour poetry contest Sundays over 
Station KSFO here. Rolley per- 
fumes are given as prizes on the 
program. 

Kay Robin, San Francisco, nan- 
dles the account. 


To Aid Exporters 

Foreign Trade Corporation has 
been formed at 182 W. Lake St., 
Chicago, to assist midwest manu- 
facturers in developing foreign 
trade. Eduardo A. Hellmund, pre- 
viously export manager of Con- 


tainer Corporation of America and 
Bell & Howell Company, is presi- 
dent, and Lawrence E. Abt, re- 
cently released by the Army and 
previously with Bear, Stearns & 
Co., is vice-president. 


Garod Shows Radios 


Garod Radio Corporation, 
Brooklyn, N. Y., manufacturer of 
27 models of radios, is using na- 
tional magazines, outdoor and 
newspapers to promote its line of 
radios. Samples of the line are 
currently being shown at dealer 
meetings being held throughout 
the nation. 

Shappe-Wilkes, New York, is 
the agency. 


Tri-City area | 
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i E. Leahigh, 
age ag Vice President, 
. L. Parker Company 
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Mr. Leahigh says, 
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Shoppers in M. L. Parker Company store in Davenport. 


TAA 
and here’, tattement 0 P - 


“The Times and Democrat have ‘produced’ for us for 


more than 37 years. That’s why more than 70% of our entire advertising 
appropriation is spent for display space in these two outstanding home town 
papers. That’s also why we have been continually increasing our schedules 


in the Times and Democrat. 


important to you, you can’t overlook these papers.” 


ROCK ISLAND, ILL. 


DAVENPORT, 


1IOWA 


If ‘over-the-counter’ sales in the Tri-Cities are 


MOLINE, ILL. 


National Biscuit 
Ups Ad Program 


New York, Jan. 2. — National 
Biscuit Company, which concen- 
trated its 1945 Premium cracker 
advertising in radio newscasts, re- 
ports a “very satisfactory” increase 
in sales for this product, and will 
continue to concentrate in radio 
in 1946. 

Although the company points 
out that the sales increase of any 
NBC product may be due as much 
to shortages in other lines, adver- 
tising for ’46 will be increased ap- 
proximately 10%. 

Ritz crackers will be advertised 
in magazines. The cracker short- 
age continues and no letup is ex- 
pected until late in °46. Because 
of the sugar shortage, full produc- 
tion on sweet crackers is not ex- 
pected this year. 

Newspaper advertising is 
planned for some NBC products, 
including Shredded Wheat. Mc- 
Cann-Erickson is the agency. 


Jacobs Distributors Set 


F. L. Jacobs Company, Detroit, 
has completed formation of a na- 
tional distribution organization for 
its Launderall automatic home 
laundry. It has appointed 56 dis- 
tributors covering 85 sales terri- 
tories nationally. 


To Walter C. Elly 

P. J. Kennedy & Sons, New 
York, has appointed Walter C. 
Elly, Inc., New York, as eastern 
advertising representative for the 
Official Catholic Directory. 
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Monsanto Chemical 
Doubles ‘46 Budget 


Monsanto Chemical Company, 
St. Louis, will double its 1946 ad- 
vertising budget, which will run 
over $1,000,000. 

Four-color and black-and-white 
pages will appear at least twice 
monthly in American Magazine, 
The Atlantic Monthly, Business 
Week, Fortune, National Geo- 
graphic Magazine, Newsweek, The 
Saturday Evening Post, Time and 
United States News. New uses for 
new Monsanto products will pro- 
vide the copy theme. The com- 
pany’s business paper budget also 
will be expanded, to include about 
100 papers. Gardner Advertising 
Company is the agency. 


Aluminum Alloy Canoes 


Promoted by Gruman 

Gruman Aircraft Engineering 
Corporation, Bethpage, L. I., has 
started a campaign for all-alumi- 
num alloy canoes in national out- 
door magazines, dealer publica- 
tions and through direct mail, with 
O. S. Tyson & Co., New York, the 
agency in charge. 

Gruman is currently picturing 
the first Widgeon amphibious 
planes for consumers in black- 
and-white pages in Field & Stream, 
Outdoor Life, Rudder, Time and 
Yachting. Charles W. Hoyt Com- 
pany, New York, is the agency on 
aircraft products. 


Claypool Joins Studios 

Norton E. Claypool has joined 
Underwood and Underwood Illus- 
tration Studios, Chicago, as a con- 
tact man. He recently was with 
Ansco Corporation and formerly 
was with Standard Studios, Chi- 
cago. 


We're Goon At 
ForcING SoLiD Links! 


When a station has well-nigh unbreakable ties with 


many local advertisers—that’s the tip-off to the station’s 


selling power! 


For instance, the Fargo Foundry (of all things, to get 


results from radio!). Without a break in ten years, 


WDAY has broadcast Fargo Foundry’s program, every 


week, the year around, to the Red River Valley. 


But Fargo Foundry is only one of eighteen “locals” who 
have been with WDAY, steadily, from ten to twenty- 
three years! Give you any ideas? 


— ak 


WDAY, INC 


| 


N. B.C. 
; FARGO, N. D. 


970 KILOCYCLES ... 


5000 WATTS 


FREE © PETERS, INC., NATIONAL REPRESENTATIVES 
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2-Year Manpower 
Study Pays Off 


for Britannica 


Chicago, Jan. 2.—The appoint- 
ment of 91 new sales executives 
by Encyclopedia Britannica has 
been announced by L. C. Schoen- 
ewald, vice-president in charge 
of sales, who said the promotions 
were based on a study made dur- 
ing the past two years by the 
company’s 29 division managers 
and 10 branch managers. 

Nearly two years ago recom- 
mendation forms were supplied 
to each company manager “on the 
theory that our managers should 
best know those men working 
under them who were worthy of 
promotion,” Mr. Schoenewald said. 
The managers’ reports were 
studied at the general office and 
compared against the productivity 
of each man in the interim. 

“Of 152 recommendations made, 
we were able simply and effec- 
tively to confirm 91 men, or about 
60%, for promotion to executive 
sales positions on almost a 
moment’s notice,” Mr. Schoene- 
wald pointed out. 


Westinghouse Products 
Copy Boosted 25°, 


Westinghouse Electric Corpora- 
tion, Pittsburgh, plans to boost 
product advertising about 25% 
during 1946, with radio, maga- 
zines and business papers the 
principal media employed 

Dealer cooperative advertising 
in newspapers will get under way 
as quickly as home radios and 
electrical appliances are distrib- 
uted. Institutional advertising will 
continue on approximately the 
1945 level, company Officials told 
ADVERTISING AGE. McCann-Erick- 
son, Inc., and Fuller & Smith & 
Ross are the agencies. 


New NBC Rate Card 


The National Broadcasting Com- 
pany has issued a new rate card, 
No. 32, with the new rates ef- 
fective Jan. 1, 1946. One hour on 
the 30 basic network stations costs 
$12,520. The new rate card is in 
the form of a booklet, 7144x4” in 
size and having 20 pages. Since 
issuance of NBC’s last rate card, 
the network has added 12 stations, 
bringing the total to 147 night 
and 149 daytime outlets. 


s 

Promotes ‘Post Tens’ 

General Foods Corporation, New 
York, has launched a new news- 
paper campaign featuring its “Post 
Tens,” variety package of break- 
fast cereals. About 140 newspapers 
in 135 cities will be used, with the 
schedule calling for 3,000 lines. 
Benton & Bowles is the agency. 


Lyons Joins Merck 


Eugene J. Lyons has resigned as 
director of public and industrial 
relations of Curtiss-Wright Cor- 
poration’s airplane division in Buf- 
falo, N. Y., to join Merck & Co., 
Rahway, N. J., as director of in- 
dustrial relations. 


S @ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hard 
lettering charges. Quick, simple, eco- 
nomical .. . any office girl can be your 
campositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


Consolidated Vultee 
Runs Institutional Ads 


Consolidated Vultee Corporation, 
New York, has scheduled ads in 
80 metropolitan papers to an- 
nounce sale of 100 of its new 
model 240-passenger planes to 
American Airlines. 

Early this year the company 
will begin a magazine institutional 
series featuring the possibilities of 
mass transportation by air. Young 
& Rubicam is the agency. 


Home Builders to Meet 


Approximately 5,000 builders, 
architects, realty dealers and 
mortgage *pankers are expected to 
attend a convention and exposi- 
tion to be held by the National 
Association of Home Builders at 
i. a Hotel, Chicago, Feb. 


5,000 Veterans 
Enroll for Ford 
Dealer Training 


Detroit, Jan. 2.— Approxi- 
mately 5,000 veterans of World 
War II are working for Ford 
Motor Company dealers under an 
“earn - while - you-learn”  train- 
ing program intended to qualify 
them to head dealerships of their 
own. Dealers in the Edgewater, 
N. J., and Dallas branches lead in 
this veteran cooperation program 
and substantial employment under 
the plan is reported from the At- 
lanta, Los Angeles, New Orleans 
and Richmond branches. 

Accepted applicants become part 
of a dealer’s regular organization 


and receive training in all phases 
of sales and service. The veteran 
takes his choice of the office or 
parts departments, getting full pay 
in his apprenticeship. 

Once fully qualified, the veteran 
may share in the direction and 
management of the business. With 
the knowledge of different de- 
partments in a dealership, he then 
becomes a candidate for regular 
Ford, Mercury and Lincoln deal- 
ership vacancies along with key 
men now employed in the Ford 
organization. 


Malakoff Named 


Milton S. Malakoff has been 
named editor of Cosmetic and 
Drug Preview, weekly trade news- 
paper to be published by Fawcett 
Publications, Inc., New York. Dur- 
ing the past 15 years, Mr. Mala- 
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koff has served as editor of the 
New York State Pharmacist, as 
executive secretary of the New 
York State Pharmaceutical Con- 
ference and of the International 
Drug Club. 


The New York Times Magazine 


A familiar name on the 
lists of national advertisers .. . 


The New werk Times Alagasin 


A key medium for 


+> FREED RADIO 
CORPORATION 


Campaign prepared and placed by 
LAWRENCE FERTIG & CO., INC, 


by A-1 prospects for 


almost any product or service, 


important on their schedules. 


Because The New York Times Magazine, 
with 800,000 circulation, 
is read in thousands of cities 


and towns throughout the country 


national magazine advertisers consider it 


a 


x = The New Pork Simes Magazine 


A SECTION OF THE SUNDAY NEW YORK TIMES 
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Three Rejoin Fawcett 

Mel Grover, recently released 
irom the Navy, has_ rejoined 
Fawcett Publications, Inc., New 
York, as advertising manager of 
Mechaniz Illustrated. Jack Bryner, 
formerly’ space salesman for 
Fawcett, has been appointed ad- 
vertising manager of the Fawcett 
Comics Group. Roy W. Cornacher, 
formerly traffic manager of C. T. 
Dearing, Fawcett-owned printing 
plant in Louisville, and recently 
in the Army, has been named man- 


ager of foreign sales for the cOm- 
pany’s publications. 


Lefcourte to Lee 


Albert Lefcourte, formerly art 
director of Crowell-Collier Pub- 
lishing Company, New York, has 
been named executive director in 
charge of advertising, merchan- 
dising and styling of Pipes by Lee, 
Inc., New York. He also will 
direct Cover Girl cosmetics, which 
will be nationally distributed. 


FOOD FOR THOUGHT 
- $425,149,500 WORTH 


Get your "bite" of this profitable non-metropolitan 
market with a schedule in newspapers of the Ohio 
Select List. Make a tasty addition to your sales... 
for these live dailies are the favorite home-town dish 


cooked up exactly 
to the local appe- 
tite. 


‘ Daily Newspapers 
oe of the 
OHIO SELECT LIST 

offer merchandisable 
coverage in 

«BB of Ohio's 88 
ee counties © 


JOHN W. CULLEN CO. 


ee Publishers’ Representative 


CHICAGO 
CLEVELAND 


NEW YORK 
COLUMBUS 


To give you complete versatility of type selection, 
MONSEN has assembled the greatest selection of 
type styles and sizes in America. Their big type 
manual, carefully indexed, makes it easy to decide 
the requirements on every job... 


ONSEN - 


Chioage 


You are invited to visit the new, modern plant 


22 EAST ILLINOIS ST ¢ SUPERIOR 1223 


WBKB, Chicago, Leads 
in Video Scheduling 


Chicago’s pioneer television sta- 
tion, WBKB, leads the nation in 
the number of hours of weekly 
telecasting, with the recent an- 
nounceiuent of an added five hours 
a week. 

Under the new program set up 
by William C. Eddy, station di- 
rector, hour-long shows will be 
produced daily, Monday through 
Friday, 4 to 5 p.m. CST. The 
station will operate on a live tal- 
ent basis, using no supplementary 
film. With the added airtime, 
WBKB will total 11 operational 
hours pei week. ‘ 


Hiram Walker Boosts 
‘46 Ad Budget 10°, 


Hiram Walker, Inc., Detroit, 
will increase its advertising ex- 
penditure by 10% in 1946, accord- 
ing to Carleton Healy, vice-presi- 
dent and advertising manager. 

Media to be used will include 
newspapers, national magazines, 
sutdgor and point-of-sale. La- 
Roche & Ellis, Inc., and Foote, 
Sone & Belding are the agencies 
n charge. 


WanamakerStudio 
to Show DuMont 
Video Programs 


New York, Jan. 3.— Sponsored 
by “not over 30 manufacturers” on 

participating basis, and placed by 
Anderson, Davis & Platte, one of 
the most extensive television pro- 
zrams to date will be started this 
month over WABD, the DuMont 
dutlet here, it was announced last 
week. 

A full-hour, Monday through 
Saturday series titled ‘Television 
Parade,” the programs will orig- 
inate in DuMont studios in the 
John Wanamaker department 
store. They will be broadcast from 
12 noon to 1 p.m. The programs 
will feature fashions, home plan- 
ning, food preparation, electrical 
appliances, art and literature, use 
of cosmetics and postwar innova- 
tions. Each Saturday a special pro- 
gram will be designed for children. 

Now in process of construction, 
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world’s largest, it is said, with an 
audience capacity of more than 600 
people. 


Oishei Tells Plans 


John R. Oishei, president of 
Trico Products Corporation, Buf- 
falo, N. Y., has revealed that ad- 
vertising plans have been com- 
pleted to promote a new Trico 
product for window washing with 
a vacuum-powered push button 
device for cleaning car windows. 
Other new devices for automobiles 
and advertising plans were men- 
tioned by Mr. Oishei during his 
testimony recently in a federal 
court suit by Trico to recover $1,- 
540,154 in excess profit taxes. 


Servel Publishes Digest 


Servel, Inc., Evansville, Ind., 
maker of gas refrigerators and air 
conditioners, has begun quarterly 
publication of ‘“Homemaker’s Di- 
gest” in order “to bring to domes- 
tic gas users . . . the most inter- 
esting articles appearing currently 
in the women’s magazines from 
America’s best writers on home- 
making.” Servel dealers may ob- 


the Wanamaker studio will be the | tain copies at two cents a copy. 


There’s a six billion dollar 
world market for heavy equip- 
ment, machinery and supplies 
of all kinds desperately needed 
NOW in the processing of 


sugar. 


One of the world’s oldest 
and largest staple industries, 
sugar was seriously crippled 
during the war years. Many 
plants in war zones were de- 
molished. Most mills through- 
out the world urgently need 
replacements for outmoded 


eC 


and worn-out machinery. 


Others are adding the manu- 
facture of by-products such as 
rum, rubber, plastics—all re- 


quiring additional equipment. 


You can assure your product 


of world coverage for this vast 


market through the advertising 
pages of SUGAR, the indus- 


try’s own publication. SUGAR 
reaches every important execu- 
tive in the industry—is read 
from cover to cover and found 
in the homes of purchasing per- 
sonnel from Cuba to Canada, 
from Africa to the Philippines 
—wherever sugar is harvested 


or processed. 


oe 
z afi AFFILIATED 


PUBLICATIONS 


SUGAR 

SUGAR REFERENCE BOOK 
EL CATALOGO AZUCARERO 
EL MUNDO AZUCARERO 
DIESEL PROGRESS 
DIESEL ENGINE CATALOG 
WORLD PETROLEUM 
> PETROLEO DEL MUNDO 
PETROLEUM WORLD 
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“There must be an easier way 
to kill Roaches” 


There is! It's Peterman Roach Killer! Now 
comes with or without DDT! Roaches get 
into the best of homes. That’s bad! But 
Peterman gets rid of ‘em fast. That's good! 
Just sprinkle this odorless powder around 
drains, on floor. Works day and night. 
Must be good . . . America’s best-liked 
roach destroyer. 


PETERMAN 


ROACH KILLER 


THE HARD WAY—George Price's 
cartoons for Peterman Laboratories 
roach killer are running in nine national 
magazines through Doherty, Clifford & 
Shenfield, New York. 


Joins Cosmetic Firm 


Lee Septembre, former publicity 
representative for Columbia Pic- 
tures in the New England area, 
has been appointed advertising 
and publicity director of the Con- 
stance Bennett Cosmetics Com- 
pany, New York. 


GEORGE J. WHELAN 

East Orange, N. J., Jan. 2.— 
George Joseph Whelan, 80, last of 
three brothers who founded the 
United Cigar Stores Company of 
America 44 years ago, died here 
Dec. 29 after a long illness. 

With his brothers, Frederick and 
Charles A. Whelan, George Whelan 
opened the first store of what was 
to become the United chain, at 
84 Nassau St., New York, in 1901. 
At its peak in the late ’20’s, the 
chain had about 3,500 stores 
throughout the U. S. Mr. Whelan 
later took part in organizing the 
United Profit Sharing Corporation 
and the Tobacco Products Com- 
pany, a manufacturing firm. Con- 
trol of the United properties and 
affiliated organizations passed 
from the founders in August, 1929, 
when the chain was sold to a 
syndicate at a reputed price of 
$100,000,000. 


JOSEPH E. FINNERTY 

Buffalo, N. Y., Jan. 2.—Joseph 
E. Finnerty, 61, direct sales pro- 
motion manager of H. William Pol- 
lack Company, Buffalo poster 
printer, died here recently. He 
had been associated with the busi- 
ness since 1930, and prev‘ usly 
was national direct sales promo- 
tion manager of the Franklin 
Simon Company, New York. 


DONALD ALLEN 

Chicago, Jan. 3.—Donald Allen, 
37, general sales manager of the 
Fresh’nd-Aire Company, died here 
Friday. Prior to joining Fresh’nd- 
Aire about two years ago, Mr. Al- 
len was associated for many years 
with the Reynolds Electric Com- 
pany here. 


HOPSON OWEN 


Montgomery, Ala., Jan. 2.—Hop- 
son Owen, 63, well-known dean 
of advertising men here, and for 
many years assistant advertising 


MICH 


Michigan League of Home 
Daily newspapers print the 
news and advertising that 
most vitally concerns the 
people of the 21 commun- 
ities they serve....... 


They offer a direct avenue 
to sales because the prod- 
ucts they read about in their 
home daily newspaper to- 
night are the things that they 
buy from their local dealer 
tomorrow. 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 
Grand Haven Tribune 
Greenville News 
Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 
Marshall Chronicle 
Midland News 


Mount Pleasant Times-News 


THE DIRECT ROAD 
TO RETAIL SALES 
in 
NON-METROPOLITAN 


IGAN 


21 MICHIGAN LEAGUE DAILIES 


Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


Represented by— 
SCHEERER & CO. 
35 East Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 


manager of the Montgomery Ad- 
vertiser-Journal, died Saturday. 


Plans Lumber Publication 


The W. R. C. Smith Publishing 
Company, Atlanta, has announced 
plans for a new publication, 
Southern Building Supplies, to 
serve lumber and building ma- 
terial dealers throughout the South 
and Southwest. Donald L. Moore, 
formerly with the publicity de- 
partment of Georgia Power Com- 
pany, will be editor. First issue 
will be April, 1946. 


Quinlan Named A.M. 


Francis L. Quinlan has been ap- 
pointed advertising and publicity 
manager of Fafnir Bearing Com- 
pany, New Britain, Conn., succeed- 
ing Fred Bannister, who resigned 
after four years to join the staff 
of Iron Age. 


Plan Norwegian Polls 


Two public opinion survey or- 
ganizations are planned in Nor- 
way. Fakta, which has already 
had experience in elections fore- 
casting, plans a fortnightly fea- 
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ture, “The Views of the People,” 
in 16 newspapers. Aftenposten, 
largest circulation Norwegian 
daily, plans to cooperate with 
other dailies in launching a Nor- 
wegian Gallup Institute. 


ST.«3 «3s SE FFs 


ST. JOSEPH NEWS-PRESS 
St. Joseph Gazette 


WHICH should you release . . . 
ELECTROTYPES or MATS? 


When you buy national newspaper space, you naturally want 
the best reproduction of your advertisement in that space. 


Should you release electrotypes or mats to newspapers? 


How should original material be prepared for best results? 


You'll find answers to such important questions in special 
issue No. 11 of The Rapid Way. A 22 by 17-inch chart 
presents a graphic demonstration of just what happens when 
you use either electrotypes or mats. Each step or removal 
from the original material to the final printed page is illus- 
trated and explained. 


Advertisers, agency executives and advertising instructors 
are invited to write for a copy of The Rapid Way No. 11. 


Te 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co, 


SAN FRANCISCO PLANT: 


be : Uf 


Vanderbilt 6-3286, Teletype: MY 1-1323 


DETROIT PLANT: 
Northern Electrotype Co. 
Madison 6780; Teletype: DE 91 


CHICAGO OFFICE: 


ROT E 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Cl 496 


PHILADELPHIA PLANT: 


ATLANTA OFFICE: 
Rapid Electrotype Co.; Douglas 8427 ee Rapid Electrotype Co.; Dearborn 2016 Rapid Electrotype Co.; Walnut 8113 


/ 


Rapid Electrotype Co. 
Rittenhouse 5902 
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Wanted,” 


and spaces per line; 
lines. Terms cash with order. 
publication date. 


light body face 34 per line. 


The Advertising Market Place— 


The rates for this department are as follows: 
“Representatives Wanted,” 
60 cents a line, minimum charge $2. 


“Help Wanted,” “Positions 
and “Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Wednesday noon preceding 
Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


PART INTEREST 
Ad man, under 40, for new South- 
wide consumer “slick.” Associate 


interest with expanding firm if you 
ean qualify as ad manager or assist- 
ant. Selling ability and good agency 
or publication record are essential; 


production knowledge desirable. 
State qualifications, education all 
positions and _ salaries past 4-8 
vears. Enclose snapshot. K. Kitch, 


439 Moore Bldg., San Antonio, Texas. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing erganizations, 

185 N. Wabash Ave... Chicago 


ARTIST-ART DIRECTOR 

to head art staff in Promotion De- 
partment one of New York’s lead- 
ing dailies. Layouts, finished art, 
air brush. Five day week. Perma- 
nent, good future. 

Box 7881, ADVERTISING 
330 W. 42nd St., 


AGE 
New York 18, N. Y. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


Wanted—Young man, preferably be- 
tween 30 and 40 years of age, who 
wants a career in trade association 
work with old, established organiza- 
tion, as assistant to executive man- 
ager. College education, personable 
appearance, publication or newspa- 
per experience, knowledge of ama- 
teur photography, all helpful. Must 
be willing to spend a year or two in 
a city of 60,000 in Michigan. Write 
or wire for interview. 

Box 7874, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Space Sellers for trade publication, 
New York City and Cleveland. Com- 
mission. 
TAXICAB OPERATOR 
1621 N. California Ave. 
Chicago, I1l. 


HELP WANTED 


HELP WANTED 
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POSITIONS WANTED 


Artist, male or female. Commercial 
illustrations. Must be good at 
figures. 


Box 7879, ADVERTISING AGE 
100 E.. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN WANTED 
Position open in New York for expe- 
rienced man with thorough knowl- 
edge of advertising and sales pro- 
motion of metal products. Should 
be competent to plan and follow 
through production of advertising 
and promotional material directed to 
industrial, executive and general 
consumer field. Give age, details of 
experience, education and salary ex- 


pected. 
Box 7882, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


WANTED—FAST ACCURATE COPY- 
FITTER to mark manuscript and 
lay out book pages before typeset- 
ting. Chicago editorial office. Good 
salary. Full details first letter to: 
Box 7883, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Here’s an excellent opportunity for 
a young man with newspaper repre- 
sentative experience to represent an 
aggressive daily newspaper in New 
York City. He would be in charge 
of the New York office and be solely 
responsible for all agency and man- 
ufacturer contacts in that area. Ap- 
ply giving full details. 

Box 7895, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


My cards are on the table. 
tising under my belt. 


advertising world, but ample to 


Home again, I’m seeking small, 


ball” 
in business, 


Copy, contact, 


Salary 
jack” job for client. 


wet oe ARE ON 
3 \ 2) THE TABLE 


here’s the story . 


I went to war with four years of adver- 
Not enough to qualify as a top anything in the 
acquire 
services had reached a point where they justified the initial investment. 


accredited Chicago agency where merit 
is recognized; where sincere twenty-eight year old chap who “hits-the- 
seven and one-half days out of seven has chance to grow, 
and become permanent fixture in organization. 
Produced selling copy in publicity agency and large advertising agency. 
and account servicing with smaller advertising firm. 
lishing company experience permits doubling-up in production. 
beyond living wage immaterial 
sales-minded fellow to blend ideas, enthusiasm, 
Your time and interest for interviews appreciated. 


Box 63870, Advertising Age, 100 East Ohio St., 


“know-how.” Frankly, my 


bring 


Pub- 


if opportunity is present for 
and talent into ‘“cracker- 


Chicago 11 


MANUSCRIPT EDITOR: Capable of 
evaluating, reorganizing and editing 
manuscripts for national non-fiction 
newsstand magazine. Must be thor- 
oughly experienced. Apply only by 
letter. List qualifications and mag- 
azine background. Confidential. 
Unusual opportunity with young, 
progressive live-wire organization. 
MARCH OF PROGRESS Magazine, 
542 S. Dearborn St., Chicago 5, Ill. 


ART DIRECTOR 

Must Know painting and fine quality 
color work; be genuinely creative; 
make layouts, and assume executive 
responsibility. This is not a 
of-the-mill” opening, but a real 
opportunity to demonstrate ability 
and be paid for it. Top salary. 

Box 7898, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED 

IDEA, COPY CONTACT MAN 
Small agency with good active ac- 
counts needs all around advertising 
man who has ideas, can develop 
them, write some copy, and who 
knows production. A good interest- 
ing association for the right man. 
Salary and ultimate participation in 
profits. 

Box 7884, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Jowas Fastest 
Growing City 


ELON OS 


vA 


~ ill 


DUBUQUE « 
Is the Market to Watch in lowa 


». 


COLES 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


WKB 


Industry is booming in Iowa’s oldest 
city, offering you an alert, prosperous 
market. Dubuque’s 98.8% native born 
white population, its expanding indus- 
tries and new factories all contribute 
to the importance of this Iowa market 
in the heart of the wealthy corn belt. 


You can reach this important market 
for the sale of your products through 
Dubuque’s favorite radio station .. . 
WKBB! Listener preference for 
WKBB runs as high as 4 tol... 
WKBB is first choice with Dubuque 


listeners morning, noon, and night! 


James D. Carpenter—Executive Vice President 
Represented by—Howard H. Wilson Co. 


DUBUQUE 


IOWA 


Layout men, several, $75 a week, up. 
Box 7880, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Layout—Artist 
for Chicago Agency 
We have an opening for a young 
man with agency or studio. experi- 
ence to do layout work and possi- 
bly some finished. We are organ- 
izing our own art department and 
the connection would be _ steady. 
The job can grow to good size. 
Write full details giving entire busi- 
ness history, schooling, personal in- 
formation and references. 
Box 7885, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


REPRESENTATIVES AVAILABLE 


Publishers Representative experi- 
enced in peacetime space _ selling 
needs good trade or business paper 
for west coast territory. Available 
for interview in either New York or 
Chicago now. 

Box 7878, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


AVAILABLE, woman copywriter 
with versatile experience—6 years 
department store, 3 as an advertis- 
ing manager; 2 years retail dress 
chain advertising manager; 1 year 
mail order; 1 year agency general. 
Excellent references. Would fit well 
in executive retail job or agency 
copywriting-contact. 

Box 7892, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING PRODUCTION 
Young woman, 8 years’ experience 
advertising production depts. of 
newspapers and _ periodicals, han- 
dling copy, schedules, makeup, etc. 
Agency or publication connection 
desired. Chicago only 

Box 7893, ADVERTISING 

100 E. Ohio St., Chicago 11, III. 


COPYWRITER: Free Lance—Fresh 
Slant in Industrial & Consumer 
Radio, Publication & Public Rela- 
tions—E. R. Appel, 111 E. 16th St., 
) ee Aa 


Navy Lieutenant now in charge of 
recreation for (number deleted) on 
a bleak Pacific Island. Have had 12 
years advertising and organizing to 
youngsters and parents, college man. 
Would like to work with an agency 
handling accounts where youngster- 
influence is an important factor. Ex- 
pect to be back Chicagoway wearing 
pin-stripes in January 

Box 7894, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PUBLIC RELATIONS—ADVTG. 
Ex-Army Officer. Legion of Merit 
Award. Age 29. Master’s Degree in 
Bus. Adm. 5 yrs’. exp.—Copy, plan- 
ning campaigns, retail promotion, 
direct-mail, visual presentations, 
house organ; Personnel Administra- 
tion; Publicity; College Instructor. 

Box 7896, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Can you use the services of 
a part-time Art Director? 


AGE 


Is your business such that you have 
no need of a full-time Art Director 
but could turn over your layouts, 
fiinished art, house organs, etc., to a 
capable part- time Art Director? If 
you’re interested and want further 
information, free-lance Art Director 
with 12 years’ experience in the Chi- 
cago advertising field would like to 
hear from you. 

Box 7897, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPY-CONTACT spot in medium 
or small agency desired by ex-flying 
officer, college graduate, having year 
experience in newspaper advertising 
plus some retail selling. Will go 
anywhere for right opportunity. 
Now employed in industrial adver- 
tising department. 

Box 7887, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Find me a 3-bedroom house, match 
$6,000 salary, and you’ve hired your- 
seif a darn good adman. Just any- 
where, brother. 

Box 7886, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COPY THAT SELLS 

Skilled writer, trained with Amer- 
ica’s leading agencies, now ready to 
prepare for your mail order and 
package goods COPY THAT SELLS. 
Write today for proof. 

Box 7888, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted: job as understudy or as- 
sistant in advertising, photography, 
or litho camera by ex-service pho- 
tographer. Good training — prewar 
experience; printer, advertising 
weekly paper, photo engraving. Age 
44, reliable, willing to learn. Prefer 
West or South. 

Box 7889, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Executive Advertising Secretary 
Available 
Attractive, adaptable and personable 
young lady, now No. 1 staff assistant 
to Director of Advertising and Pro- 
motion of large national advertiser 
seeks greener pastures in the agency 
or publication fields. In addition to 
exacting secretarial duties, experi- 
ence embraces full direction and 
writing of company house organ 
and activities on promotional and 
employees’ programs. Well grounded 
in advertising procedure and de- 
tails, prefers position as secretary 
to agency principal or publisher’s 
representative. Interested only in 
work that will challenge abilities 
and nat in a routine proposition. 
Box 7890, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
READY FOR HARD WORK 
Navy Lieut., 26, to be discharged 
Jan. 15, desires position with prog- 
ressive organization. Married. Col- 
lege educated. Former city editor, 
ass’t advertising manager of daily. 


8 years’ practical experience in 
printing. 
Box 7891, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
CONFIDENTIAL SERVICES! 
Creative writers with new ideas! 
Publicity, houseorgans, complete ad- 

vertising plans. 
P. O. Box 260, Bloomington, 


ARE YOU THE 
MAN WE NEED? 


The young copywriter we need can 
grind out folders, booklets, dealer 
broadsides and other promotional 
pieces, as though they were letters 
home to Mom. He’s probably a 
veteran, twenty-eight-ish, with three or 
four years experience in advertising 
and promotion. It will be helpful if 
he knows a little about appliance or 
automobile merchandising. He defi- 
nitely is willing to be an eager-beaver 
on a job with a future. If you are 
that man and are willing to live in a 
medium-size city a few hours from 
New York, write us a letter to prove 
it. The job of assistant advertising 
manager of a leading appliance man- 
ufacturer is waiting for you. Tell us 
your age and income requirements. 
The rest of the letter is up to you. 


Box 6371, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


Illinois 


Building 
SUPPLY NEWS 


IN 
ADVERTISING 
VOLUME 


A first-class lumber and material 
store stocked with a complete line 
of paints, hardware and home spe- 
¢cialties, accounts for the steady 
stream of customers that daily enter 
Miller Lumber Co., Kalamazoo, Mich. 


Acknowledged Leader by 
Readers and Advertisers 


BUILDING SUPPLY NEWS © 59 E. VAN BUREN ST. © CHICAGO 5 


45,832 Extra Readers to Dealers’ Employees—by Survey 
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Rapid Electrotype 
Illustrates Loss 
of Detail in Mats 


Cincinnati, Jan. 2—Rapid Elec- 
trotype Company has prepared a 
graphic demonstration of electro- 
types and mats to show that origi- 
nal art, typography or photoen- 
graving material to be used in 
national newspaper advertising 
must be prepared specifically for 
newspaper use. In the No. 11 is- 
sue of its house organ, “The Rapid 
Way,” the company illustrates how 
much detail is lost from original 
material in the various steps taken 
to reproduce the material before 
it finally appears in print. 

Principal points made are that 
original art work and photography 
should carry sharp contrast be- 
tween tonal values, with the few- 
est possible dark tones; etching 
must be deep; bolder and more 
open type faces must be used than 
can be employed either for maga- 
zine or local newspaper advertise- 
ments; monotone letters must be 
used when type is placed over a 


Like to Write 
Men's Wear 
Copy? 


If you're young, have a 
genuine interest in good 
clothes and can write 
good copy about them, 
there's a fine berth open 
to you as advertising and 
sales promotional man- 
ager of a leading men's 
wear store in downtown 
Chicago. 


Some experience is nec- 
essary. But primarily 
we're looking for a young 
comer who will train 
quickly and then carry 
the ball — a chap who 
can think straight and 
make words sing. If this 
sounds like you, let's hear 
from you. The salary is 
attractive and the op- 
portunity unlimited. 
Box 6372 
Advertising Age 
100 E. Ohio St. 
Chicago 11, Ill. 


MAGAZINE WANTED 


We are interested in representing three 
or four trade journals or national maga- 
zines on a commission basis. 


Our acquaintance with practically all of 
the top agency executives in the middle 
west, combined with a remarkable adver- 
tising sales record, makes it possible for 
us to handle a publication strictly on a 
percentage basis. 


We naturally want to protec: our en- 
viable reputation in the advertising field 
and care only to sell the space of a 
reputable established publication. 


A great many schedules will be de- 
termined early in 1946 and we aim to ex- 
pose any publication we represent before 
a schedule is settled, so it is desirable 
that we conclude arrangements with the 
eed publications as soon as pos- 
sible. 


Our headquarters are in Chicago. 


Box 6373, Advertising Age 
100 E. Ohio Street, Chicago in IIlinois 


screen background, and more de- 
tail is lost when mats, rather than 
electrotypes, are sent to newspa- 
pers by advertisers. 

The demonstration, currently 
available from Rapid, is one of 
several educational pieces pre- 
pared by the company on the sub- 
ject of producing plates for news- 
papers. 


Ohio Marketers Elect 


L. H. McReynolds, director of 
advertising, Jeffrey Mfg. Company, 
Columbus, has been elected presi- 
dent of the Central Ohio Indus- 
trial Marketers, succeeding W. T. 
Burgess, formerly advertising 
manager, Denison Engineering 
Company, Columbus, who has 
moved to Pittsburgh. Other offi- 
cers include H. L. Young, Ameri- 
can Zinc Oxide Sales Company, 


vice-president; William Arter, 
White-Haines Optical Company, 
secretary, and Charles S. Pearce, 
American Ceramic Society, treas- 
urer. 


Form West Coast Agency 


John H. Hoefer, advertising 
manager of Sutliff Tobacco Com- 
pany, San Francisco, before the 
war, has joined with J. W. Diet- 
erich Jr. to form John H. Hoefer 
& Co., San Francisco agency. It 
is staffed by war veterans. 


Chase Joins Welch 


Hal H. Chase, manager, cereal 
advertising division, Ralston Pu- 
rina Company, St. Louis, has re- 
signed to join the advertising staff 
of Welch Grape Juice Company, 
Westfield, N. Y., effective Feb. 1. 
He has been succeeded by Joe 
Getlin. 


Wheatena to Use 
Box Top-Coffee 
Tie-Up on Coast 


New York, Jan. 2.—West Coast 
grocers, beginning this month, will 
introduce their customers to the 
Wheatena Corporation’s pre-tested 
Wheatena-coffee sales promotion 
plan. 

The plan, by which purchasers 
are allowed a 10-cent saving on a 
pound of coffee, with each large 
package of Wheatena bought, was 
successfully tried out in the East 
and Midwest last year. The box 
top of a large-size package of 
Wheatena is the only coupon re- 
quired, and it is good for 10 cents 
toward any brand of coffee the 
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housewife selects. 

The Wheatena-coffee plan will 
be backed by the corporation with 
an advertising campaign to run in 
70 newspapers in 48 cities, and in 
several business papers. Also, as 
was done last year in the East 
and Midwest, a follow-up program 
featuring counter display material 
will be distributed in test areas. 
Compton Advertising, New York, 
is the agency. 


Wall Joins Pillsbury 


Lewis B. Wall, formerly direc- 
tor of sales of Red Star Yeast 
Company, has been appointed 
vice-president of sales and adver- 
tising of the new Pillsbury Pre- 
pared Products division of Pills- 
bury Mills, Inc., with headquar- 
ters in New York. 


HEADLINES 
“and 
HEADLINERS 


No. 15 in a series 


B. I. GRAVES, Executive Vice Pres. Tide Water Associated Oil Company 


““F"HE progress and safety of the nation depends on the 


ADVTG. EXECUTIVE 


Ex.-Lt. Commander 


15 years’ experience with natl. advertiser 
spending $2,000,000 annually. Directed mag- 
azine, radio, and newspaper as well as whole- 
sale and retail promotions. Then served 1 
year as Dir. Advtg. & Sales Promotion with 
another manufacturer. Next came Pearl 
Harbor; then three years overseas in confi- 
dential capacity with the U.S.N. Seeks new 
opportunity. BO 


6374 
Advertising Age, 330 W. 42nd St., 
New York 18, N. Y. 


ability of the petroleum industry to furnish necessary 
quality petroleum products at low costs. | find that one busi- 


ness paper gives me the vital information | require to keep 


abreast of developments in the nation and particularly the 


petroleum industry. My thanks to The Wall Street Journal 


for accurate, up-to-the-minute, businesslike reporting.” 


_ Street Journal. That’s why i is national daily is ‘‘must’’ reading for busi- 
"ness men who need to be fully, accurately and quickly informed. And 


ay. Mate « 
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The ONLY National Business Daily 


simultaneously on both coasts 
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oy 
Admen>x the 
Armed Forces 


Lt. Col. John S. Hayes, who 
headed the American Forces Net- 
work while in service, has been 
appointed sta- 
tion manager of 
WQXR, New 
York, and its 
FM affiliate 
WQXQ, a new- 
ly - created post 
in which Col. 
Hayes will act 
as assistant to 
the executive 
vice - president. 
He will take 
over his new 
duties about Feb. 1. 

Col. Hayes began his radio ca- 
reer at WIP, Philadelphia, and in 
1936 became assistant program di- 
rector of WOR. He entered the 
Army in 1941, and later joined 
AFN, which expanded under his 
guidance from a small, newly- 
formed network until it comprised 
64 stations serving all the Ameri- 
can forces in the European theater. 

Capt. Dean Landis, on termir.al 
leave from the Army air forces, has 
been appointed 
head of the ad- 
vertising de- 
partment of the 
Maytag Com- 
pany, Newton, 
Ia, washing 
machine manu- 
facturer. 

Capt. Landis, 
who will work 
under R. A. 
Bradt, vice- 7 Landi 
president in ean Landis 
charge of sales and advertising, 
served 15 months overseas. At 
Maytag he succeeds Ed Richard- 
son, who has joined the Chicago 
office of Farm Journal. 


Shelby Heads Advertising 


Murray S. Shelby has been 
named vice-president in charge of 
advertising of Vocational Guidance 
Manuals, New York. Previously 
he was an associate editor with the 
Oxford Book Company, after serv- 
ing 16 months with the Army Med- 
ical Department. 

Nelson Harway, after four years 
in the Army, has rejoined the Los 
Angeles office of Don Harway & 
Co., publishers’ representative, in 
a sales capacity. 

Lee J. Weston, recently returned 
from the Philippines where he 
served as a Navy commander, has 
been named manager of W. F. 


John S. Hayes 


Over 87% of U. S. teachers regularly ad- 
vise students on health and cleanliness ; 
85°, want posters on correct nutrition; 
64% clip suitable advertisements to post 
in school rooms. 

What a field for effective public rela- 
tions. Tell the story of your product or 
service to the more than 710,000 sub- 
scribers to the 43 official State Teachers 
Magazines and you cover the important 
teacher market. Do the job well and you 
may also indirectly influence America’s 
25 million students. 

To buy coverage in any combination 
of from one to 43 states write State Teach- 
ers Magazines, Inc., 307 N. Michigan 
Ave., Chicago 1. 

Georgia C. Rawson, Manager 

Reaching America’s Most Influential Market 


State Teachers — 


MAGAZINES 


An association of 43 state teachers magazines 


Coleman Company, San Francisco 
publishers’ representative. Mr. 
Weston, prior to the war, was with 
Crowell - Collier Publishing Com- 
pany in Detroit. 


To Ryder & Ingram 


Walter H. Ireland, recently at 
Hickman Field with the ATS of 
the AAF as a management engi- 
neer and maintenance coordinator, 
has joined Ryder & Ingram, Oak- 
land, Cal., advertising agency, as 
an account manager and copy- 
writer. 

Ist Lt. Charles E. Logan, 


USMC, has joined the Chicago 
office of Foote, Cone & Belding as 
assistant to Stuart Dawson, radio 
director. Before serving as a Ma- 
rine intelligence officer, Lt. Logan 
was special events director for the 
Cowles radio stations, and previ- 
ously handled the same work for 
WBBM-CBS, Chicago. 

Lt. Comdr. Robert E. Gorman 
has joined Zellerbach Paper Com- 
pany, San Francisco, as advertis- 
ing manager. Prior to his Navy 
service, he was ad manager in 
Chicago for the Local Loan Com- 
pany, and for four years was as- 


sistant advertising and sales pro- 
motion manager of Ditto, Inc. 

Lt. William A. Greene, with the 
Navy as a public relations officer 
and later as an aviator, has re- 
turned to the New York sales staff 
of the Bureau of Advertising, 
ANPA. 


Joins ‘Pathfinder’ 


William Taylor, recently with 
the USMC, has joined the Phila- 
delphia office of Pathfinder in a 
sales capacity. 

James G. Robertson, recently 
with the Navy, has rejoined the 
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art director’s staff of Rickard & 
Co., New York. agency. 

Lt. Howard H. De Ment, after 
three years with the AAF, has re- 
joined Metro Associated Services, 
New York, to serve as midwestern 
representative. 

Richard Whiteman, after three 
years with the Navy, has joined 
Scholastic Magazines as advertis- 
ing representative of the Ameri- 
can Vocational Journal. 

N. E. Brown, vice-president and 
business manager of the Record, 
Columbia, S. C., prior to his Navy 
service, has joined the staff of 


, FACTORY READERSHIP 


The shaded areas represent those states in which the greatest volume of 
manufacturing is done. FACTORY’s circulation’ and readership closely 
parallel the industrial activity — hence the purchasing power — of each area. 
Besides, FACTORY’s circulation and readership are in close relationship to 
the activity of the various types of industry across the country. 
Parallels between industry activity and distribution mean that your adver- 
tising is reaching the places and the people offering the best prospects 


for sales. 


Since FACTORY gives you these parallels, and since it is the preferred : ‘aly 


reading of plant operating officials who are industry’s most important buying 
influences, FACTORY should be the 


campaigns. 


back-bone of your 
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FACTORY SHOWS HOW TO MAMAGE MEN AND MACHINES 
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James L. Tapp Company, Co- 
lumbia, as advertising director and 
sales promotion manager. 

Tom Winans, after three years 
with the Army Signal Corps, has 
returned to his position as adver- 
tising manager of A. M. Byers 
Company, Pittsburgh. 


Tyson Rejoins Agency 


Lt. (jg) Irwin W. Tyson, after 
three years’ overseas Navy service, 
has rejoined O. S. Tyson & Co., 
New York, as an account manager. 

Comdr. Burt Powell, former 
news editor of Caterpillar Tractor 


Company, Peoria, Ill., has rejoined 
the company as a member of its 
sales staff. 

Lt. John S. McNeill, who served 
with three fighting forces since 
1941—the U. S. Army, Royal Ca- 
nadian Air Force and U. S. Naval 
Reserve—has joined the executive 
sales staff of KMPC, Los Angeles. 


Kirgis Joins Winters 
Louis D. Kirgis, recently dis- 
charged from the Coast Guard, has 
been appointed production man- 


ager of the N. A. Winter Advertis- 
ing Agency, Des Moines, Ia. Prior 


to the war he was on the advertis- 
ing staff of the Daily Chief, Perry, 
Ta. 

Lt. Comdr. Randall Weeks has 
joined the recently-organized pub- 
lic relations firm of Newsome & 
Co., Boston. 

Joe Haeffner, recently dis- 
charged from the Army, has been 
appointed publicity director of 
WBEN, Buffalo. 

Lt. Comdr. Bill Harvey, after 
three years’ service in naval avia- 
tion, has joined the Frank Oxarart 
Company, Los Angeles. 

Lt. Comdr. John R. Prann, after 


five years’ Navy service, has joined 
Edward W. Robotham & Co., Hart- 
ford, Conn., as assistant production 
manager. 


To Scheerer & Co. 


Lt. Ralph P. Mulligan, recently 
released from the Navy, has joined 
the New York office of Scheerer & 
Co., publishers’ representative. 

Lt. Comdr. Peter Lyman, after 
four years’ Navy service, has 
joined Mac Wilkins, Cole & Weber, 
Seattle agency, as radio director. 

Capt. Roger C. Wilde, AAF, on 
leave of absence since 1942, has 


MATCHES INDUSTRY'S ACTIVITY 


FACTORY's circulation is planned to match the activity of industrial areas. 
Your advertising reaches each, therefore, in proporfion to its importance as a market. 


THIS iS FACTORY’S 


THE PLANT OPERATING GROUP— 
MORE OF WHOM PAY TO READ 
FACTORY THAN ANY OTHER 

BUSINESS PUBLICATION 


INDEPENDENT STUDIES of readership by a score of 
manufacturers show FACTORY far in the lead 
in the more important industrial areas. In a 
recent important survey by a prominent market 
research organization, FACTORY had 140% more 
readers in the large important plants than the 


nearest industrial publication. 


76 SAVE TIME AND MATERIAL 


MANAGEMENT AND MAINTENANCE. 


A McGRAW-HILL PUBLICATION 


Why? Because FACTORY has never deviated 
from its purpose to serve the plant operating 
group with the most helpful editorial material in 
every issue of every year. And in survey after 
survey, these men have voted FACTORY the 
most useful publication. 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 


The magazine of “How news” 


rejoined the Simmons Company, 
Chicago, as contract manager in 
charge of hospital, hotel and insti- 
tutional sales. 

C. W. Korthof, after serving four 
years with the AAF, has joined the 
Theodoro Advertising Service, 
New York. 

Andrew McDermott, after over- 
seas duty with the RCAF, has re- 
joined Horace N. Stovin, radio 
representative, Toronto. 

Cpl. Raymond T. Schmitz, re- 
cently released by the Army, has 
rejoined The Rotarian, Chicago, as 
assistant to the business manager. 

Col. B. J. Horner is back at his 
post as advertising director of the 
Light, San Antonio, Tex. He was 
with the General Staff Corps, and 
served in the ETO. 


Adds to Sales Staff 


Timothy J. Horen, just released 
from the Army, has joined the 
New York sales staff of Paul 
Block & Associates, 
representative. 

New Business Week advertising 
salesmen, just out of the service, 
are Willis S. Brown Jr., AAF cap- 
tain, who will be stationed in Chi- 
cago; John W. Hamilton Jr., an 
Army lieutenant for two and a 


newspaper 


Recent arrival of Bob Phillips to 
take over the announcing task on 
the graveyard shift at KFI has 
meant some healthy program 
changes. Prior to accepting his as- 
signment here, Bob spent many a 
night listening to the 24-hour Los 
Angeles stations just to learn the 
kind of competition he would 
have to meet. Result of his study 
was a pair of ruby-red eyes and 
some definite ideas as to how KFI 
should be scheduled. The Program 
Department has given him the 
green light to put his recommen- 
dations into effect and today this 
station carries seven well planned 
programs from 1:00 a.m. to 6:00 
a.m. instead of the usual forty. The 
emphasis is on music and news 
headlines with jive fans and seri- 
ous music patrons served unstint- 
ingly. Indications are that listeners 
enjoy this new fare on KFI. On 
the 3:00 a.m. to 4:00 a.m. pro- 
gram, around fifty letters a day 
come to Bob Phillips requesting 
classical music. 


cmeeeeremeweeew eee eee eeweeeweeaecaweaeanesoa!s 


Speaking of audience, a late night 
survey completed a couple of years 
ago for another Los Angeles sta- 
tion showed that 14.7% of the 
local radio families are listening 
sometime between 1:00 a.m. and 
5:00 a.m., once a week or more. 
Also, the tune-in for these hours 
is greater in Los Angeles than it 
is in any other large city in the 
United States. We give you these 
few brief facts about our graveyard 
shift with no intentions of pitch- 
ing it as a sales potential. If, how- 
ever, you are a smart time buyer 
who sees the possibilities, don’t 
hesitate to contact KFI’s Commer- 
cial Manager, George Whitney or 
Edward Petry. 


; CLEAR CHANNEL . 


Tr 
AFT = 


NBC tor tos ancetes 


Represented Nationally by Edward Petry and Company, Inc 
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half years and former sales repre- 
sentative of the International 
Business Machines Corporation, 
who will have headquarters in 
New York: William E. Surgner, 
lieutenant (jg) in the Coast Guard 
with which he served four years, 
who will be in Philadelphia, and 
John Carroll, in the Army Air 
Corps four and a half years, with 
the rank of lieutenant when re- 
leased, who will be assistant in 
the promotion department in New 
York. 

Albert Clough is again in the 
radio department of Donahue & 
Coe, New York, after service as a 
master sergeant in the Amphibian 
Brigade. 


Reopens Business 


Edward J. Noonan has reopened 
his market research service in 
Boston after serving as a special 
agent in the Army counter intelli- 


gence corps. Mr. Noonan spent 
20 months in the European theater. 

Wachtel B. Williams has _ re- 
turned to The Saturday Evening 
Post promotion department after 
nearly four years in the Army. 
He served in New Guinea and di- 
rected production of morale train- 
ing aids for the Army in New 
York. 

Thomas J. Patterson, recently 
released from the Navy after three 
years’ service as a lieutenant in 
the Pacific, has been appointed ac- 
count executive of the H. M. Klin- 
gensmith Company, Canton, O., 
agency. George C. Geyer, for 
three years a navigator in an Air 
Transport squadron in the Pa- 
cific, as a lieutenant, has been 
named a copywriter in the crea- 
tive department. 

Lt. Edwin P. Price Jr., recently 
released from the Navy, has joined 


the Price Flavoring Extract Com- 


pany of Chicago in an executive 
capacity. 


Returns to Scott Paper 


Walter C. Elly has returned to 
Fur-Fish-Game, Columbus, O., as 
eastern advertising manager in 
New York after serving in the 
Navy for three and a half years. 

After four and a half years’ 
service with the Navy, Comdr. W. 
Howes Collins has returned to 
Scott Paper Company, Chester, 
Pa., as assistant advertising man- 
ager, in charge of industrial and 
export product advertising and 
promotion. 

George Mayer and Forrest K. 
Foster have returned to the Pitts- 
burgh office of Industrial Equip- 
ment News and Thomdas’ Register 
after service in the Army air 
forces. 

Robert E. Johnson has returned 
to his post as director of advertis- 


ing and publicity for United Air 
Lines, Chicago, after two years’ 
service as an air combat intelli- 
gence officer in the Navy. 

Capt. Walter L. Rubens, presi- 
dent of Walter L. Rubens & Co., 
Chicago advertising agency, has 
returned to his desk after three 
and one-half years in the Army. 

Electro-Voice, Inc., South Bend, 
Ind.; maker of microphones, has 
named Lt. Col. Webster F. Soules 
as sales manager. Before joining 
the signal corps in 1940, Col. 
Soules was for 17 years with 
Northern States Power Company. 


Rejoins ANPA Bureau 


William A. Greene, recently a 
Navy lieutenant serving as an 
aviator attached to the Pacific 
fleet, has returned to the New 
York sales staff of the Bureau of 
Advertising, ANPA. 


Duane Jones Company, New 
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will soon be moving 
modern building. 


are breaking out at 


It’s a brand-new, 


A Cowles Station 
Exclusive American 
Outlet in Boston 


WCOP, Boston's most progressive radio station 


e to Be 


into Boston's most 


We need this new home. As a Cowles station, 
we are growing so rapidly that our old quarters 


the seams. 


So we're getting ready to set up shop in the 
New England Mutual Life Insurance Building. 


air-conditioned building. Newly 


designed ultra-modern studios now under 
construction will be a worthy home for the leading 
network and local programs which are 

zooming WCOP to leadership in New England radio. 


If you’re a Bostonian, you'll know this new 
location: it was Boston's famous Red Cross Blood 
Donor Center during the war. If you're not a 
Bostonian, you'll have no trouble finding us when we 
move. It’s the most imposing building in town. 


Broadcasting Company 
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York, has added the following re- 
cently returned servicemen: Lt. 
Comdr. Donald G. Gill, back in an 
executive capacity after four years 
of active sea duty; Robert G. 
Hughes Jr., returned as head of 
the copy department following 
three years with the Coast Guard; 
Capt. H. W. Grathwold, back as 
account executive after two years 
of combat duty with the Am- 
phibian Engineers; Charles Mayo, 
returned to the mailing depart- 
ment after 11 months with the 
9th Army in Europe, and Wood- 
ward H. Sporn, back in an execu- 
tive capacity after three years as 
a Marine Corps correspondent. 
After five years as an Army 
paratrooper, Eric Hammond has 
returned to -the production de- 
— of Donahue & Coe, New 
ork. 


Two Join Ahrens 


Jim Neary, recently with the 
Navy, has joined Ahrens Publish- 
ing Company, New York, to spe- 
cialize in developing a travel pub- 
lishing program. Capt. George 
Murray, just out of the AAF, has 
been appointed advertising repre- 
sentative of Hotel Management 
and Restaurant Management, and 
will be located in the Chicago 
office. 

Lt. Comdr. Ralph A. Rhodes, re- 
cently discharged from the naval 
air corps, has joined Dudley Rol- 
linson Company, New York, as 
account executive. 

After four years’ service with 
the AAF, Howard M. Wallack has 
joined John Hudson Moore, Inc., 
New York, as sales manager of 
smoking accessories. 

Lt. George S. Kopshaw and Cpl. 
Edward J. Duffy have joined the 
national advertising sales staff of 
the New York Daily Mirror. 

Neil E. White, who spent two 
and a half years as a gunnery and 
operations officer with a Naval air 
squadron, has joined Fawcett Pub- 
lications, Inc., New York, as an 
advertising representative for 
True. 

Walter Holbrook, recently re- 
leased from the Navy where he 
spent 18 months in the-South Pa- 
cific as a lieutenant, has joined the 
public relations and publicity de- 
partment of J. M. Mathes, Inc., 
New York. 

After three and a half years 
with the Army Transportation 
Corps, 1st Lt. Charles M. Garven 
has joined Ray-Hirsch and Wat- 
erston, New York, as account ex- 
ecutive. 


Young Rejoins Gruen 


Lt. Comdr. John P. Young, 
USNR, has returned to his post 
with Gruen Watch Company, (in- 
cinnati, as director of pam 
and sales promotion, after three 
years service overseas. 

H. Robert Marschalk, who re- 
cently joined the Alfred D. Mc- 
Kelvy Company, New York, as 
assistant to the president after 
four years as a Navy lieutenant, 
has been promoted to sales man- 
ager. 

John R. Hughes, with the War 
Department Air Service Command 
since 1942, has been named as- 
sistant sales manager of the Farns- 
worth sales division, Farnsworth 
Television & Radio Corporation, 
Fort Wayne, Ind. Stanley A. Mor- 
row, a veteran of both world wars, 
has been appointed assistant man- 
ager of advertising and sales pro- 
motion at Farnsworth. 


ADVERTISING 


Receives Record Attention 


Readership of Times 
Herald equals, and in 
many cases’ surpasses 
that of 91 other papers 
previously surveyed in 
“The Continuing Study 
of Newspaper Reading”. 
The poll proves Norris- 
tonians give more than 
average attention to ad- 
vertising and news. 


53,429 ABC City Zone 
15,253 ABC Cire. 


NORRISTOWN.Z 
Gimes PHerald 


epresented Nationally by 
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The JULIUS MATHEWS SPECIAL AGENCY 
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OAST-TO-COAST survey recently completed for Fawcett Publications, 

Inc., by Stewart Brown & Associates in 41 urban areas .. . Personal 

interviews with more than 5,000 young Americans — 8 to 20 years 

old — whose favorite reading is Comic Magazines . .. Young People’s own 

opinions, given away from their homes and their parents’ influence .. . 

Sampling determined by U. S. census data, to give true cross-section of age 
groups, not of Comic Magazine circulation... 


Young Americans’ Own Ideas about 
Mass-Selling Products in 26 Classifications 
from Soft Drinks to Flashlights 


Fawcett felt that a survey among young Americans would reveal the great 
influence of this huge “youth market.” It has always seemed to us a 
tremendously important mass market. 


These young Americans buy millions of dollars’ worth of mer- 
chandise with their own money . . . and influence many more of 
the millions of dollars their families spend. This survey excitingly 
shows the extent of these young people’s influence. 


Each Fawcett Comic is built by a notable board of editors aided by a con- 
sulting group of America’s leading child educators and psychologists, under 
the direction of Mrs. Sidonie M. Gruenberg, Director of the Child Study 
Association of America. 


FAWCETT PUBLICATIONS, Inc., 295 Madison Ave., New York, N.Y. World's Largest Publishers of Monthly Magazines 


“BRAND PREFERENCES 
OF YOUNG AMERICANS” 


FAWCETT COMICS GROUP 
4,253,269 ABC Circulation, 
First 6 Months, 1945 


Titles of Fawcett’s Monthly Comic Magazines 


Captain Marvel Whiz Comics 
Wow Comics Captain Midnight 
Captain Marvel, Jr. Master Comics 


Funny Animals 


Don Winslow of the Navy 
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Pan American Coffee Bureau 
will increase its advertising appro- 
priation between 15% and 20% in 
1946. More newspaper space will 
be used than in former years, but 
magazines will remain the basic 
medium. Elaborate booklets are 
being prepared for distribution to 
schools, not in an effort to get chil- 
dren to drink coffee, but to illus- 


trate the various ,phases of the 
coffee business and promote inter- 
est in Latin American countries. 
J. M. Mathes, Inc., is the agency. 
oR co cS 

The newsprint situation per- 
mitting, Continental Baking Com- 
pany will increase the percentage 
of its advertising appropriation go- 
ing into newspapers this year. The 


For a few cents you can bind your pro- 
posals or data sheets in an attractive cover 
—which will protect the contents and make 
it easy to file them properly for ready 
reference. 


Isn't this good selling—and good economy? 


t 


We make many kinds—and from a variety 


of stocks. Write us for samples or dummies. 
x * * 
e Ts _ Also Acetate envelopes (sheet protectors) for your 
fe al : photographs and other valuable data. © 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


- BEAVERITE PRODUCTS, INC. — 


Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX 


Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings — 
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FALL RIVER HERALD-NEWS 
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Represented Nationally by KELLY-SMITH CO. 
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Atlanta San Francisco 


company’s daytime network show, 
spot radio announcements, and 
some outdoor will also be used. 

* * * 


Veterans demanding preference 
in sale of surplus government ve- 
hicles may get some results in 
January and February. Large num- 
bers of General Motors’ trucks 
built under contract to the gov- 
ernment are said to be ready for 
distribution to veterans in the 
East who have established their 
eligibility through the regional 
Smaller War Planis Corporation 
offices. 
* K * 

Electronic Corporation of Amer- 
ica, New York radio manufac- 
turer, is unhappy about losing 
William S. Gailmor, WJZ news 
commentator who was dropped by 
the New York ABC outlet as a 
result of Rankin committee pres- 
sure. The company is currently 
shopping for a new radio show 
to replace the Gailmor broadcasts, 
and feels that Gailmor was un- 
fairly accused of un-American- 
ism by the committee. Other ad- 


eee 


vertisers whose commentators are 
being probed by Rep. Rankin are 
also apprehensive about having 
their company and_ product 
“smeared” as a result of associa- 
tion with the suspect broadcasts, 
but are still sticking by their com- 
mentators as ECA did. 

oo * 

Walter Mann & Staff, Newtown, 
Conn., publishers’ council, is con- 
ducting a mail poll on the advisa- 
bility of launching a free bi- 
monthly or quarterly magazine to 
be sponsored by the American 
Forestry Association. Recipients 
are offered Victory bonds as prizes 
for the best reactions, editorial 
suggestions and general advice on 
possible readership, physical for- 


mat, contents, etc. 
* * % 


Charles Luckman, who moved to 
Cambridge, Mass., Jan. 1 as ex- 
ecutive vice-president of Lever 
Bros. Company, will make another 
trip to Unilever headquarters in 
London shortly after the first of 
February. The brilliant young 
executive is expected to play a 
continuingly larger part in Lever’s 
plans for the expansion of its busi- 
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ness in the United States and per- 
haps on a world basis. Pepsodent, 
whose destinies have been guided 
so successfully by Luckman, has 
an active export department, and 
its operations will be coordinated 
with other Lever world sales. In 
addition, a number of important 
new products are on the agenda 
for Lever Bros. manufacture in 
this country. 


Dvorak to Rittenhouse 


E. C. Dvorak, former sales man- 
ager of the range division of Gen- 
eral Electric Company, Bridgeport, 
Conn., has been named sales and 
advertising manager of A. E. Rit- 
tenhouse Company, Honeoye Falls, 

Y., manufacturer of electric 
door chimes. 


Oslo Ad Club Adds Sales 


The Oslo Advertising Associa- 
tion in Norway, widening the 
scope of its activities, has changed 
its name to the Oslo Sales and Ad- 
vertising Club, a move which may 
be followed by other clubs in the 
Norwegian Advertising Associa- 


tion. 
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Grit Rep 
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19.26% SINGLE COPY SALES 


* « 


can easily be enticed. But, 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


Te PER COPY » BALANCE SUBSCRIPTIONS @ $ 


I'm one of the “big six” and 


you've got to reach me first © 
. and if you use oniy a 


big volume schedule of urban 


4 ' publications, you'll find that 

| five of your markets are getting 

good coverage, but one of the six 

markets (Small Town America) 
is undercovered. 


To reach the Small Town Market, 
add GRIT, the only national 

1 ee publication to put more than 75 
. of its circulation into towns under 


2500 population. 


Ask the GRIT representative 
to show you the story of the 
“Big Six” markets. 
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Kraft Suit Seeks 
fo Keep Crosby 
in ‘Music Hall’ 


(Continued from Page 1) 
Kraft Music Hall,” aired on NBC, 
Thursdays, 8 p.m., CST, contrary 
to his agreements with the com- 
pany. 

A somewhat similar circum- 
stance arose last September, when 
Kay Kyser told his sponsor, Amer- 
ican Tobacco Company, that he’d 
like to quit radio work. Mr. 
Kyser, whose “Kollege of Musical 
Knowledge” is a network favorite, 
is under a contractual obligation 
to Colgate-Palmolive-Peet as well. 
After discussions with attorneys, 
in which Lucky Strike’s advertis- 
ing agency, Foote, Cone & Belding, 
figured, Kyser agreed to play ball 
and work out his contract. 


May Answer Charges 


According to attorneys, Crosby 
has 20 days to file an answer to 
the Kraft and JWT charges. The 
New York supreme court is com- 
parable to the superior or circuit 
courts in Illinois and some other 
states. 

John H. Kraft, president of the 
food company, today said, “The 
contract originated in 1937 pro- 
vided for Bing’s radio services 
during that year with options to 
Kraft to renew the contract each 
year into 1950. We have exer- 
cised these options to date and 
have notified Bing of our exercise 
of the option for 1946. However, 
Bing claims that there is no longer 
any agreement enforceable against 
him, and Kraft has filed this suit 
in order that the court can de- 
termine whether these contracts 
are still binding and enforceable.” 

John H. Platt, Kraft’s director 
of advertising, told ADVERTISING 
AcE, “We feel that the arrange- 
ment has been mutually beneficial. 
We put a lot into Crosby. We've 
had a lot to do with his popular- 
ity.” 

Crosby is recognized as one of 
the best-paid entertainers in the 
world, and according to Reader’s 
Digest, September, 1945, “is one 
of the great money-makers of all 
time.” The Reader’s Digest article 
says Crosby’s contract with Para- 
mount calls for a maximum of 
three pictures a year at $150,000 
apiece. It states that Decca Rec- 
ord Company pays him royalties 
of about 2% cents a disc, which 
amounted last year to $250,000, 
and asserts that his weekly radio 
broadcasts net him $7,500 for each 
half hour’s work. The total from 
these three sources alone brings 
him an annual gross income of 
more than $1,000,000. 


Has Many Interests 


Crosby also has a number of 
other lucrative interests, including 
real estate, cattle ranches, race 
horses and stock in various enter- 
prises. 

Kraft’s complaint points out that 
through the Thompson agency, the 
defendant was notified on June 26, 
1945, that his option would again 
be taken up. It goes on: “Since 
Jan. 1, 1943, the Kraft radio pro- 
gram has been a half hour weekly 
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program, and defendant has been 
required to rehearse for the same 
under the terms of said agreement 
from three to four hours on the 
day of the broadcast so that the 
total amount of the time of the 
defendant required to perform said 
contracts does not now exceed 
and since January, 1943, has not 
exceeded approximately five hours 
each week .. . aside from the 
small amount of time required for 
the performance by the defendant 
of said contracts, defendant is not 
restricted with respect to acting in 
motion pictures, making phono- 
graph records, making public ap- 
pearances, otherwise performing 
in any manner not associated with 
radio, or otherwise devoting him- 
self to gainful pursuits. 

“In fact, for a number of years 


during the term of the contracts 
up to and including the present 
time, the defendant has been mak- 
ing motion pictures and phono- 
graph records and making other 
public appearances and is now one 
of the leading motion picture 
actors and record vocalists in the 
United States.” 

The complaint asks the court to 
find the defendant guilty of con- 
tract violation if he appears “on 
any commercial or sustaining radio 
program aside from the Kraft pro- 
gram without obtaining the con- 
sent in advance of Kraft or 
Thompson... .” 


Thyberg Joins Cole 


Stan Thyberg, recently released 
from Navy, has joined Cole’s, Inc., 
Des Moines agency. 


New Firm Buys Atlas 
Educational Firm 


The. Atlas Educational Film 
Company, Oak Park, IIl., producer 
of industrial and educational mo- 
tion pictures and slide films, has 
been purchased by a new corpora- 
tion of the same name, organized 
by F. S. Yantis & Co., Chicago in- 
vestment banker. 

Additional capital has been paid 
in to the new company to provide 
for an. expansion program, includ- 
ing the purchase of new equip- 
ment and modernization of studio 
facilities. Officers of the new firm 
are Milne J. Eckhardt, president, 
formerly associated with Eastman 
Kodak Company; A. B. Rehm, 
vice-president, and C. A. Rehm, 
secretary, both active in manage- 
ment of the old company; and 
Kenneth Lineberry, a Yantis ex- 
ecutive, treasurer. 
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To Brisacher, Van Norden 


Brisacher, Van Norden & Staff’s 
San Francisco office has been ap- 
pointed to handle the advertising 
of Franzia wines, produced by 
Franzie Bros., Ripon, Cal. Although 
this wine has not been previously 
advertised, initial plans call for 
15,000 lines of black and white 
newspaper advertising, supported 
with radio spots in approximately 
a dozen selected markets through- 
out the United States. Business 
papers will also be used. 


Names Howard-Wesson 


Old. Dominion Box Company, 
Charlotte, N. C., which operates 
eight manufacturing plants in the 
South, has appointed Howard- 
Wesson Company, Worcester, 
Mass., to handle its advertising, 
effective March 1, 
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@ The acceptance of both management and 


operating men is needed to clinch sales of 


your product to the nation’s oil refineries. 


For results from your refinery advertising, 


it is important to “get the ear” of this dual 


audience which determines or influences the 


selection of the products or equipment used. 


You can reach both groups in a single 


publication, the Refinery Section of National 


Petroleum News. It is read by men who have 


proved their interest by renewing their NPN 


subscriptions at a rate of more than 83 


percent. 


Get their ear through your message in a 


publication that offers high visibility of all 


advertising and makes it certain that your 


story will be seen by both groups which make 


the buying decisions—in a magazine which 


gives you good operating coverage, plus 


management! 


NATIONAL PETROLEUM NEWS 
1213 West Third St., Cleveland 13, Ohio 


With 


NATIONAL 


PETROLEUM 
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Housewares Show 
Packs in 4,000, 
Despite Holiday 


(Continued from Page 1) 
ture shows to begin Monday (AA, 
Dec. 31). 

For many retailers, the showing 
of major appliances is the first 
they have seen, although many 
leading manufacturers are not 
represented—none, in fact, is 
showing refrigerators. Most of the 
crowds gathered at the Bendix 
and Thor washing machine dem- 
onstrations—both of which re- 
vealed their postwar machines 
previously. Other washers are 
shown by Morton, Hamilton, Au- 
tomatic Washer, Conlon, Birtman 
and Altorfer Bros.—the latter 
drawing considerable interest with 
its new semi-standard model of- 
fering special rinsing and drying 


facilities. 

Next to washers, the largest 
group in the heavy merchandise 
field is the kitchen cabinet makers. 
Mullins Mfg. Corporation and 
American Central, which in 1945 
had this part of the housewares 
show to themselves, are this year 
joined by Shirley Corporation, In- 
dianapolis, Lyon Metal Products, 
Elgin, Ill., and Boro Wood Prod- 
ucts Company, Bennettsville, S. C. 
On other floors several manufac- 
turers are displaying individual 
cabinets, some for the kitchen. 


Stores Favor Units 


~-— _ J ee. 


Predictions made a year or two 
ago that department and furni- 
ture stores and other retailers 
probably would go in more for 
preassembled kitchen units post- 
war seem to be borne out by the 
obvious interest shown in these 
displays by large numbers of 
buyers. 

A spokesman for Shirley Corpo- 
ration revealed that Sidener & Van 
Riper, Indianapolis agency, has 
been appointed to handle its ac- 


count, with a consumer drive 
planned later this year. Other 
competitors in the field have, like 
Shirley Corporation, already in- 
stituted business paper campaigns. 


Offers Plastic Garden Hose 


Among the new products dis- 
played and attracting considerable 
interest are lightweight, transpar- 
ent plastic garden hoses made by 
Amepco of Hollywood, which re- 
cently launched a drive through 
Logan & Arnold, Los Angeles 
agency, in shelter magazines; a 
$12.95 “Breakfaster” made _ by 
Calkins Appliance Company, Niles, 
Mich.—a combination toaster and 
coffee maker to be advertised in 
consumer magazines later this 
year through Carter, Jones & Tay- 
lor, South Bend; an eight-bottle 
Electresteem sterilizer which Elec- 
tric Steam Radiator Corporation 
has begun advertising in baby 
magazines through W. B. Doner & 
Co., Detroit; headlighted and other 
new designs of electric irons; fruit 
and vegetable cleaner by Hyclass 
Mfg. Company, Cleveland; General 


REFLECTING the Farm South’s New Vitality 


“When I get through fixin’ up my place, 
‘most everything will be brand new—exceptin’ 
my wife. And she'll have a whole new out- 


fit.” 


That’s how things are in the farm South. 
Families are buying things they need. And 
Rural retail 
sales index is far higher than for any other 
Cash from farm marketing in 16 


they have what it takes, too. 


section. 
Southern states for 9 months of 


$3,725,474,000 — NEARLY 3 TIMES 
GREATER than the same period in 1940. 


There is vitality in the Southern farm market 
and every page of Southern Agriculturist re- 
flects it. This farm magazine guides its more- 
than-900,000 subscribers in ways to make, 


save and spend money. It should 


of your advertising and selling plan. 


ead 
Seek 


1945 was 


be a part 


than 900,000 
southern farm 
families. 


NASHVILLE @ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO @ DETROIT 


Electric’s new ‘Two-Control” au- 
tomatic blanket, and so on. 


Sales Totals Unknown 


A. W. Buddenberg, executive 
secretary of the loosely knit, non- 
profit Housewares Manufacturers 
Association, said today he is un- 
able to estimate how many of the 
exhibitors are taking orders dur- 
ing the week, or how much these 
sales might total. ' 
For most buyers, there is littl 
satisfaction at present, generally, 
as to when they will get actual 
supplies. Much concern was ex- 
pressed today over the pending 
steel and electrical workers’ strikes, 
expected to affect the great ma- 
jority of housewares marketers. 
Even if the strikes do not occur, 
shipments of electrical and metal 
merchandise by most manufac- 
turers of housewares and appli- 
ances are not expected to fill more 
than a fraction of demand for six 
months. 


Buys Estate Stove 


Noma Electric Corporation, New 
York, has purchased Estate Stove 
Company, Hamilton, O., for a re- 
ported price of $2,000,000 in cash 
and 35,000 shares of Noma com- 
mon stock. No changes are planned 
in either the management or poli- 
cies of Estate Stove, it was an- 
nounced. Production is to be in- 
creased almost 100% over the com- 
pany’s previous peak. Besides 
continuing the manufacture of Es- 
tate Heatrola cooking and heating 
appliances, the company also will 
turn out Noma modern air con- 
vection electric heaters and other 
added products. 


Plans Canadian Drive 


White Motor Company of Can- 
ada, Montreal, has approved a 
schedule for national advertising 
in Canadian media, using general 
English and French magazines and 
business papers. 
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Tracy, Robinson 
Form New Public 


Relations Firm 


New York, Jan. 3.—Lee Tracy, 
for the past three years promo- 
tion director of the New York 
Mirror, and Irwin Robinson, since 
1942 public relations director of 
the Advertising Council, have 
formed Tracy-Robinson, Inc., pub- 
lic relations, at 270 Park Ave. The 
firm will serve commercial, indus- 
trial and institutional clients. 

Mr. Tracy’s previous connec- 
tions include promotion director 
of Look, promotion director of 
the New York World-Telegram, 
publicity director of Al Paul 
Lefton Company, sales manager 
of Wonder Products Company and 
copy chief of Cramer-Krasselt ad- 
vertising agency. 

Mr. Robinson began his business 
paper career with Gage Publish- 
ing Company in 1930. Later he 
served for several years as man- 
aging editor and executive editor 
of ApveERTISING Ace. After the 
start of the war he handled a 
special public relations assign- 
ment with the Office of Inter- 
American Affairs. 


Denver Adclub Names 
New Officers for ‘46 


James S. Holme, Mountain 
States Telephone Company, has 
been elected president of the Den- 
ver Advertising Club. 

Other new officers named in- 
clude: First vice-president, Bruce 


McLeran, advertising manager, 
Denver National Bank; second 
vice-president, Grover Kinney, 
Advertisers Distributor Service; 


treasurer, E. M. McKim, adver- 
tising manager, Western Farm 
Life, and secretary, Arthur Tur- 
ner, advertising manager, Hendrie 
& Bolthoff Mfg. Company. 


reach 
of the 
Covers the State! 


41,288 A.B.C. . . 


Business Study. 


the MANCHESTER 
Wnyion-LEADER 


MANCHESTER, NEW HAMPSHIRE 


FACTS... The Manchester Union-Leader . . . 
. is the State’s 
aceepted Metropolitan daily. Write 
for a sample copy for a Good 


More Jobs Than There 
Are People To Fill Them! 


That’s the actual situation in Manchester, in 
nearby cities and towns and ous through- 
out the State. It’s a problem whic 
overcome intelligently. But here’s what it means: 
Backlogs of orders, plant expansion, long term 
production of diversified products, consumer 
goods, textiles, machinery, food stuffs, badly 
needed goods and equipment, increased home 
building, all demanding skilled labor — lots of 
it. What's this to you as space buyer — sales- 
manager? It’s a guarantee of good business — 
safe, sound, regular. Maximum labor supply 
— good wages ... a buying 
aily through the thoroughly read pages 
Manchester Union-Leader . . . it 


is being 


wer you can 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 
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Associated Net 
ls Negotiating 
for New Backers 


(Continued from Page 1) 
“steered” several other corpora- 
tions toward investing, but that 
the decision to stand pat on its 
present investment was largely 
due to its CBS holdings of ap- 
proximately $1,333,000 which, it 
was felt, might arouse the interest 
of the FCC when combined with 
large holdings in Associated. 

Associated is now making plans, 
following its financial transfusion, 
to enter full-scale competition 
with other national networks. 


Set 35-Station Goal 


With its present 22 stations, in- 
cluding part of the Wolverine net- 
work of Mr. Versluis and Roy C. 
Kelly, his partner, Associated 
would like to expand to a total of 
about 35 stations, including sta- 
tions in Indianapolis, Cleveland, 
Memphis, Birmingham, New Or- 
leans, Dallas and Houston. 

Arrangements are also in the 
works whereby the network can 
supplement its 35-station nucleus 
with some 70 stations which are 
members of various regional net- 
works. By this arrangement, an 
advertiser who desired additional 
coverage beyond the key city areas 
could buy all or part of the re- 
gional networks in the “package.” 

Although eventually the new 
network may expand its operations 
to include a larger number of 
stations, this possibility is not 
being considered now. 


Adam Hat Is Pioneer 


To date, the network’s only na- 
tional advertiser of note has been 
Adam Hat Stores, Inc., whose 
boxing broadcasts have been an 
important network builder. As- 
sociated, however, could not ex- 
ploit the fight shows through co- 
operative or tie-in advertising, a 
factor which was reported to have 
created considerable dissatisfaction 
on the part of Adam, which felt 
that it was doing a good deal to 
build the network without any 
reciprocal advantages. 

Several months ago, it seemed 
probable that Adam was shopping 
for another network, but time 
could not be cleared and the fight 
shows stayed with Associated. 
With the Atlas Corporation back- 
ing and several other important 
investors on the horizon, not only 
Adam but several other major ad- 
vertisers are watching the new 
network with interest. 

Associated is reciprocating this 
interest with plans for extensive 
tie-in advertising. 


Controls RKO-Radio 


The Atlas Corporation owns 
what amounts to a controlling in- 
terest in RKO-Radio Pictures, 
Inc., with approximately $13,000,- 
000 in RKO stock. It is also active 
in Walt Disney Productions, Inc. 
With television in the offing, and 
RKO planning to include one floor 
of television and FM studios in its 
new Pathe News building to be 
constructed in New York, con- 
siderable speculation is revolving 
around the tie-ups between Asso- 
ciated, Atlas-RKO-Disney, and the 
unknown new backers. 


Can Choose Future Owners 


From its former position as a 
struggling newcomer, Associated 
now finds itself in the position of 
picking and choosing among pros- 
pective investors. 

The network’s base rates are 
now more than $4,000 for an eve- 
ning half hour, and when the net- 
work-building program gets under 
way will probably be adjusted ac- 
cordingly. 


Several months ago, Associated 
reportedly approached Schenley, | 


Seagram, National and other large 
distillers with an offer to break 
broadcasting precedent by accept- 
ing liquor advertising. They were 
turned down by most of the dis- 
tillers because of the latter’s fear 
of arousing latent Prohibitionist 
sentiment. 


. s a 
Drops ‘Jury Trials 
Williamson Candy Company, 
Chicago, which starts a new mys- 
tery series this month on the Mu- 
tual Broadcasting System (AA, 
Dec. 31), on Feb. 1 will discon- 
tinue “Famous Jury Trials,’ heard 
Friday, 9-9:30 p.m., EST, on the 
American Broadcasting Company. 
Agency is Aubrey, Moore & Wal- 
lace, Chicago. 


Appoints Kudner 

Popular Science Monthly has 
appointed the Kudner Agency, 
New York, to handle its adver- 
tising. A substantial increase is 
planned in the magazine’s news- 
paper and business paper adver- 
tising in 1946. The account, for- 
merly held by J. M. Hickerson, 
Inc., spends about $100,000. 


W. T. DEWART JR. 

Reno, Nev., Jan. 3.—William T. 
Dewart Jr., 36, publisher of the 
New York Sun, was killed here to- 
day when a training plane he was 
piloting struck a tree and crashed 
into a corral full of cattle. Mr. 
Dewart, a student flyer, was to 
have received his pilot’s license to- 
morrow. His instructor, Joe Wil- 
liams, was injured in the crash. 

Mr. Dewart, whose late father 
was president of New York Sun, 
Inc., was named publisher in 1942. 
He joined the Army that year and 
was discharged last June as a 
major. 


H. L. HULSEBUS 

Chicago, Jan. 2——H. L. Hulse- 
bus, 44, manager of the Hollywood 
office of Leo Burnett Company, 
died at his home here Sunday. 

Mr. Hulsebus had been affili- 
ated with the Burnett agency for 
two and a half years. Before that 
he was executive vice-president of 
the Stack-Goble Advertising 
Agency, and had served with that 


agency for 24 years until it was 
closed in 1942 following the death 
of E. R. Goble. 


C. A. MUSSELMAN 

Philadelphia, Jan. 3.—C. A. Mus- 
selman, chairman of the board of 
Chilton Company, died today at 73 
in Presbyterian hospital. Origi- 
nally secretary and treasurer of the 
publishing company in 1901, he 
became president of the automo- 
tive unit in 1923 and was elected 
company president in 1934, retir- 
ing from that post in June 1945. 
A member of the Poor Richard 
club, he had served as president 
of the Associated Business Papers 
and as a member of the board of 
directors of the National Publish- 
ers Association. 


CHARLES BORLAND 

Chicago, Jan. 3——Charles Bor- 
land, 67, president of the Federal 
Electric Company, died today in 
Charleston, S. C., where he had 
gone for a vacation. 
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Goodrich Incorporates 
Ads in Annual Booklet 


B. F. Goodrich Company, Akron, 
has issued the 1945 edition of its 
annual booklet, containing 26 ad- 
vertisements, entitled “Typical 
Examples of B. F. Goodrich De- 
velopment in Rubber.” The ads 
appeared in national magazines 
over the signature of the B. F. 
Goodrich Company, industrial 
products division, and were pre- 
pared by Griswold-Eshleman 
Company, Cleveland. 

Two of the insertions, “The tank 
that calms the crazy currents,” 
and “How to cook an airplane in 
a rubber bag,’ won merit awards 
in the third annual business paper 
advertising competition conducted 
by Associated Business Papers. 


Plans Radio Institute 


For the fourth successive year, 
KPO, San Francisco, will join 
forces with Stanford University 
to conduct a summer radio insti- 
tute in 1946. Inez Richardson, di- 
rector of radio and research as- 
sociate of the Hoover Library, is 
coordinator of the institute. 
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They reach for it first and put it down last. They read it 
cover-to-cover. They feel friendlier towards it... they have 
confidence in its columns... they like the way it’s written. 

No wonder the 5 different B. R. D.G. journals inspire fast sales 
action and move more drug merchandise in their regions. Friendly as 
a corner drug store—down-to-earth as a cracker barrel—warm 

and intimate as a pair of red flannels, each of the B.R. D. G. 

books echoes the voice of the particular region 

it serves, represents and influences. If you have a drug 

product that could use this kind of result-getting 

push, you’ll get it in the friendly but 
push-packed pages of the B.R.D.G. 
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PACIFIC DRUG REVIEW 


*A recent survey supporting 
this statement, made by one 
of the members, is available 
on request. 
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Thorough, penetrating cov- 
erage of a market doesn’t 
require thai you buy every 
drug paper. The highly- 
influential, sectionalized 
readership of the BRDG 
is keenly attentive, eagerly 
interested—relaxed, front- 
parlor, house-slipper 
readership that soaks u 
and acts upon the full 
sales power of ‘your adver- 
tising message! 


NORTH WESTERN DRUGGIST 


THE APOTHECARY 


SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 


EP 


GROUP OFFICES: 2642 UNIVERSITY AVENUE + ST. PAUL 4, MINNESOTA 
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Sears Introduces 
Coldspot Freezer 
at Bottom Prices 


Chicago, Jan. 3.—Sears, Roe- 
buck & Co. entered the home 
freezer field with a bang today, 
exhibiting its four new Coldspot 
freezers at the LaSalle Hotel here 
—announcing prices considerably 
below most major competitors and 
promising mail order shipments 
by Feb. 15 and store sales by early 
March. 

The giant mail order house’s 
spring-and-summer catalog, to be 
distributed next week, will fea- 
ture the offer, which probably will 
precede any offering of its Cold- 
spot refrigerators by many months, 

The Coldspot freezers include a 
six-cubic-foot model with an av- 
erage mail order price of $167; a 
nine-foot $194 model; a 12-foot 
$232 model, and an 18-foot $297 
model. The retail prices will run 
about 5% higher. 


All are open-top, one-cover, 


ypc et 
pemes 


non - compartmentalized freezers. 
Like the Sears refrigerator, they 
are made by the Seeger-Sunbeam 
Company, St. Paul, Minn., and 
Evansville, Ind. Buyers may order 
various metal trays or baskets to 
separate fruits, meats and vege- 
tables within the freezers. 

Sears’ Coldspot prices compare 
with Refrigerator Corporation of 
America’s freezer prices, as ad- 
vertised by R. H. Macy & Co., 
Spiegels, Inc., and others, of from 
$249 for six-foot models to $594 
for 20-foot models. The Deep- 
freeze nine-and-a-half foot model 
has been advertised recently by 
Macy for $419.50 and by Mandel’s 
in Chicago for $437. Mandel’s has 
also offered the American Home 
eight-foot freezer, made by Amer- 
ican Refrigerator & Machine, Inc., 
Minneapolis, at $360. 


Agency Moves ‘Offices 


Transportation Advertising Com- 
pany, Providence, R. I., has moved 
its offices to 527 Industrial Trust 
building, with Philip S. Chase as 
manager. 


Florida Foods Names 


Boerner Sales Manager 


Major Howard G. Boerner, di- 
vision sales manager of the Birds 
Eye division of General Foods 
Corporation, New York, prior to 
joining the armed forces in De- 
cember, 1941, has been named 
sales manager of Florida Foods, 
Inc., Boston. He will supervise a 
new line of specialty food prod- 
ucts. 

First product the company will 
distribute will be an orange juice 
powder, developed through war- 
time research by National Re- 
search Corporation, Boston, 
through a process removing the 
water content, but retaining the 
natural taste and vitamins. Florida 
Foods’ agency is Henry A. Loudon 
Advertising, Boston. 


To Head Atlanta Agency 


P. W. Smith, vice-president of 
Dillard Jacobs Agency, Inc., At- 
lanta, for more than 20 years, has 
been elected president of the 
agency. The board of directors 
also elected Thornwell Jacobs Jr. 
vice-president and R. S. Peacock, 
secretary-treasurer. 


— SALES MAN 
that a sign 
sales 14.6/ 


ADVERT! 
ACCOUNT 


SING MANAGERS & 


v} 


BUSINESS IS BETTER 


aAGERS NOTE: |iuaS 
eae audited research proves. 


T OF GENERAL MG 


OTORS Ll 


= OIL BURNERS 
ee sare “Doe Mem 


chase identification is sheer waste. 
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Signs are necessary to complete the sales 
chain. Distribution without point of pur- 


Dealer 


signs continue to work for you years after 
they have paid for themselves. 


WE ARE NOW BOOKING QUANTITY ORDERS 


Artkraft* is now offering the finest signs ever produced at the lowest cost in history. 
Certified audited records show Artkraft* signs to be 999/1000% perfect over a period of 


years. 


DELIVERIES ARE NOW BEING MADE 


Prompt action now will assure you a favorable position on our production schedule. 


New Underwriter approved features (patents 
applied for) have even further improved Art- 
kraft* product. The entire surface of the sign is 
streamlined, with ten-year guaranteed porcelain 
finish, all exposed bolts have been eliminated, and 
a streamlined front end comes off to permit servic- 
ing without the use of a screw driver. All insu- 
lated high tension cable has been replaced by 
copper bus bar, and the tube sections rest on (not 
against) tube supports held in place by Art- 
kraft’s* new phosphor bronze, instant mounting 
tube retaining clips, effecting the first positive 


Artkraft’s* 


tube mounting ever developed. This provides a 


phosphor 


definite centering where 
tubes enter the sign, mak- 
ing possible the elimination 
of unsightly bushings. A 


clip on the end of the elec- 


bronze spring 


trode has a fork-like end opening for easy, instant 
and positive contact with the bus bar and quick 
removal for service. The dealer’s name panel is 
illuminated by means of a cold cathode fluorescent 
tube grid, eliminating lamp replacements. 


exclusive features also include 


Porcel-M-Bos’d letters raised out of the heavy 
sheet steel. This process produces a sign which 
is 75% more attractive and readable. Galv-Weld 
frame construction prevents rust and vibration. 


During the past quarter century we have regu- 
larly served such leading merchandisers as Frigi- 
daire, and other divisions of General Motors, Lee 
Tires, Shell, Westinghouse, Kelvinator, Pittsburgh 
Paints, Ohio Oil Co., A & P, and countless others. 


The World's Largest Manufacturer of Signs 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


SIGNS _ OF 


LONG LIFE* 


Y 


FOR 


Lima, Ohio, U.S.A. 
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This Coupon for Your Convenience 


The Artkraft* Sign Company 


Division of Artkraft* Manufacturing Corporation 


QUANTITY BUYERS ! 900 kibby st., Lima, Ohio, U. S. A. 


kind of system, however 


however centralized. 


A society of self-governing men is more 
powerful, more creative than any other 
disciplined, 


*Trademarks Reg. U.S. Pat. Off. 


! Please send, without obligation, full details on Artkraft* signs. 
I .) We are interested in a quantity of outdoor dealer neon signs. 
| ") We are interested in a quantity of Porcel-M-Bos'd storefront signs. 


Penn Mutual Urges 
Vets to Hold on 
to GI Policies 


Philadelphia, Jan. 2—Penn Mu- 
tual Life Insurance Company is 
supplementing its national adver- 
tising series this month with in- 
structions to its field organization 
to urge veterans to retain their 
national service life insurance 
after discharge. 

The theme “Keep Your National 
Service Life Insurance” is stressed 
in each of four advertisements ap- 
pearing in Liberty, Pathfinder, 
Newsweek and The Saturday Eve- 
ning Post, and field agents will 
implement tthe company’s policy 
of encouraging this non-commer- 
cial insurance with personal ad- 
vice to individual veterans. 

Only about 25% of returning 
veterans are keeping their insur- 
ance in force, said Albert F. 
Randolph, director of advertising. 
“This is especially unfortunate 
since many of these men may find 
later that they are uninsurable 
and that the government insurance 
was the only protection available 
for themselves and their families,” 
he pointed out. 


May Supplement Policies 


Penn Mutual’s agents are ad- 
vising veterans who desire to re- 
place government insurance with 
commercial insurance “frequently 
through dissatisfaction with the 
no-lump sum payment provisions, 
to retain the national service pol- 
icy and supplement it with a com- 
mercial policy if they so desire.” 

The company will celebrate its 
100th anniversary in 1947, and is 
considering an extensive adver- 
tising program built around the 
centennial. 

The program to check the drop- 
ping of government insurance is 
supported by most of the life in- 
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surance companies as well as the 
Veterans Administration. Geare- 
Marston, Inc., Philadelphia, is the 
agency. 


‘Des Moines Register’ 
Advances Luther Hill 


Luther L. Hill, recently dis- 
charged after serving as brigadier 
general in charge of Army pub- 
lic relations, has been appointed 
vice-president and director of ad- 
vertising of the Des Moines Reg- 
ister and Tribune. Mr. Hill is also 
a vice-president of the Cowles 
Broadcasting Company and will 
direct the operations of KRNT, 
Des Moines, and WNAX, Yank- 
ton, S. D. 

Forrest R. Geneva, advertising 
manager of the newspapers, will 
continue to head the advertising 
department and Charles J. Feld- 
mann will continue as national ad- 
vertising manager. Kenneth Mac- 
Donald, recently released as a 
Navy lieutenant, has resumed his 
former position as managing editor 
of the paper. 


International Detrola 
Buys Caswell-Runyan 


Effective Dec. 31, the Caswell- 
Runyan Company, Huntington, 
Ind., became an operating division 
of International Detrola Corpora- 
tion, Detroit. The change has no 
general effect on manufacturing 
operations of Caswell - Runyan, it 
was announced. 

Adolph H. Schenkel, formerly 
executive vice-president, has been 
appointed general manager of the 
division, succeeding G. Hamilton 
Beasley, resigned. 


Becomes Agency Partner 


Edward Stodel, for three years 
in the Marine Corps as combat 
correspondent, has joined Hill- 
man-Shane-Breyer, Los Angeles 
agency, as a partner. He will 
serve as account executive on sev- 
eral of the agency’s key radio ac- 
counts. Before entering the serv- 
ice, he operated his own agency in 
Los Angeles for eight years. 


St. Paul Covers Half 
the 9th Largest Market! 


@ Nearly 800,000 population 


(1940 Census) 


with more than $1,000,000,000 effective annual 
buying income makes St. Paul-Minneapolis the 
9th largest market in the United States. 


The St. Paul half is covered only by the St. Paul 
Dispatch-Pioneer Press with 148,886 combined 
city zone circulation. No other daily newspaper 
has even as much as 10%, coverage of St. Paul 


families. 


ST. PAUL 


SAINT 


RIDDER-JOHNS, INC.—Natfional Representatives 
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342 Madison Ave. 
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Ad Council Maps 
8 New Drives, 
Continues 6 


New York, Jan. 2—The Adver- 
tising Council, which next week 
launches a month-long UNRRA 
Victory Clothing Drive, is at work 
on at least eight other new cam- 
paigns and will direct at least six 
holdover campaigns from the days 
it was known as the War Adver- 
tising Council. 

Since V-J Day the council has 
handled 34 different subjects, some 
short-term appeals, others which 
will continue in 1946 as major 
campaigns. 

At the request of the War De- 
partment, the council has under- 
taken a new Army prestige cam- 
paign designed to induce the po- 
tential enlistee’s family and friends 
to view the soldier’s job as com- 
parable in stature with jobs in 
business and industry. This pres- 
tige program is entirely separate 
from the intensive paid advertis- 
ing program recently launched by 
the Army, which has as its goal 
the direct recruitment of men for 
the regular Army. N. W. Ayer & 
Son is volunteer agency for the 
council campaign, with H. M. War- 
ren, vice-president, National Car- 
bon Company, as coordinator. 


Joins in Safety Program 


The council has also joined with 
the National Safety Council to 
promote a safety program de- 
scribed as “the largest peacetime 
assignment thus far accepted by 
advertising.” Foote, Cone & Beld- 
ing, Chicago, is volunteer agency, 
with Carleton Healy, vice-presi- 
dent of Hiram Walker & Sons, as 
coordinator. 

With the end of the Victory 
Loan, the council is mapping a 
campaign designed to sell U. S. 
savings bonds. The Treasury De- 
partment will promote a continu- 
ing program aimed at selling be- 
tween four and five billion dollars 
worth of savings bonds yearly 
through the payroll deduction 
plan. 

A short-term drive to acquaint 
veterans with the advantages of 
continuing their G. I. insurance 
will also be mapped. A campaign 
on Marine Corps recruitment to fill 
the required quota, the annual 
fund-raising drive in March for 
the Red Cross, and a continuing 
campaign to a selected farm audi- 
ence on farm woodlot management 
will round out the council’s cur- 
rent new business. 

Holdover campaigns include fat 
salvage, the need for which re- 
mains critical; veterans’ rehabili- 
tation; help for hospitals, pro- 
moted locally in areas where the 
need exists; merchant marine re- 
cruiting; spend and save, spon- 
sored chiefly by banks throughout 
the country, and forest conserva- 
tion, to continue indefinitely. 


Swink Joins Network 


The National Advertising 
Agency Network has announced 
the election to membership of 
Howard Swink Advertising 
Agency, Marion, O. 


“A Bit of Paris in New York” Ds 
' a x 
4 

‘Est. 1906 


i FRENCH RESTAURANT 
REAL FRENCH CUISINE 

LUNCHEON From $1.50 
DINNER From $2.00 


- Famous French Candies 
15 EAST 52d ST.‘ 


Sterling Products 
Ups Canadian Ads 


Greatly increased advertising 
expenditures for 1946 were ap- 
proved for the Canadian com- 
panies of Sterling Products Ltd., 
Windsor, Ont., at a recent three- 
day conference of sales representa- 
tives and detail men. 

Agencies represented at the 
meeting included Dancer-Fitzger- 
ald-Sample Ltd., Toronto; Young 
& Rubicam Ltd., Montreal, and 
Thompson - Koch Company, New 
York. 


Named Distributor 


The Pennsylvania Ultraviolet 
Company, Pittsburgh, has been ap- 
pointed distributor in western 
Pennsylvania, eastern Ohio and 
northern West Virginia of Wes- 
tinghouse Electric Corporation’s 
Sterilamp. The new distributing 
company, formed by Cooke Baus- 
man Jr. and Sanford Bausman, 
will serve as a sales and engineer- 
ing organization, planning and 
specifying bactericidal ultraviolet 
equipment for product and per- 
sonnel protection. 


Nathan Jacobs 
Forms Agency 


Chicago, Jan. 3—A new adver- 
tising agency, the Jacobs Com- 
pany, has been formed, with of- 
fices in Chicago and Minneapolis, 
it was announced this week by 
Nathan E. Jacobs, president of the 
newly-formed company. 

Prior to formation of the new 
agency, Mr. Jacobs served as vice- 
president in charge of the Chicago 
office of Bozell & Jacobs, and was 
associated with his brother, Morrie 
E. Jacobs, and Leo B. Bozell for 
20 years. The new company’s 
name does not apply to the offices 
of Bozell & Jacobs located in 
Omaha, Indianapolis, Seattle, 
Houston, Shreveport and Dallas, 
which remain under the same 
ownership as in the past. 

Other officers of the Jacobs 
Company include Alvin D. Rei- 
witch, vice-president and manager 
of the Chicago office; Tom Hast- 
ings, vice-president and manager 


of the Minneapolis office; Homer 
Lampert, vice-president and man- 
ager of a new office in Miami; Ben 
J. Taylor, vice-president and art 
director, and Robey Parks, vice- 
president in charge of public rela- 
tions. 

All accounts previously serviced 
by the Chicago and Minneapolis 
offices of Bozell & Jacobs are now 
being handled by the Jacobs Com- 
pany. 

The company, which recently 
leased additional space in the 
Hearst Square building here, and 
moved to larger quarters in the 
Foshay Tower, Minneapolis, also 
plans to open Hollywood offices. 


Conlon Buys Moore 


The Conlon Corporation, Chi- 
cago, maker of electrical house- 
hold appliances, has purchased 
control of Moore Corporation, 
Joliet, Ill., one of the country’s 
oldest heater, furnace and range 
manufacturers. B. J. Hank, presi- 
dent and chairman of the board 
of Conlon, will become president 
and chairman of the newly-ac- 
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quired company. Moore’s present 
national setup of distributors and 
hardware and appliance dealers, 
furniture stores and public utili- 
ties, will not be disturbed. 


National Gypsum Plans 
Extensive ‘46 Drive 


National Gypsum Company, 
Buffalo, N. Y., will undertake an 
aggressive advertising and mer- 
chandising program designed to 
build good will for the company’s 
10,000 dealers and to acquaint the 
public with National’s 150 Gold 
bond building products, to reach 
markets early this year. 

In addition to the national ad- 
vertising campaign, an extensive 
business paper drive also. is 
planned, addressed to National’s 
1,650 industrial customers. 


Jackson Named V.P. 


Lowell E. Jackson, account and 
station relations executive on the 
Chicago staff of the Katz Agency, 
station representative, has been 
elected vice-president and direc- 
tor of the company. 
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DO GOOD SWORDS MAKE GOOD PLOUGHSHARES? 


Did we learn anything about making tanks that will lower the price of cars? 
Or anything about making airplanes that will help us build houses? How much of 
our $190,000,000 war productivity can be converted to peacetime industrialization? 

The answers to these questions are also, in part, the answers to full employment 
and high wages. 

It would be nice to say that FORTUNE has all the answers in “AMERICAN 
PRODUCTIVITY,” Part I of which starts on Page 149 of the January issue. But 


FORTUNE 


that is not quite the case. It is, however, the most penetrating study of reconversion 
yet put together. No management man should miss it; few management men will 
—it’s in FORTUNE. 

What they will also find in FORTUNE for January, and in every other issue 
during 1946, is a display of the products and techniques of reconversion—exhibited 
there by FORTUNE’s advertisers, to be seen by the greatest industrial shoppers in 
the world... the Management Men of America. 


—the magazine of management—is a study of business for the enlightenment of 
management men. 85% of FORTUNE’s 188,000 subscribers are management men— 
and survey after survey shows that advertising in FORTUNE reaches management 
more certainly, more effectively, and more economically than in any other magazine. 
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Adveftising Age, January 7, 1946 


OTOGRAPHIC REVIEW 


ADMEN BITE DOG—Stanley Brown, left, and Walter Weir (second from right), 

representing both halves of Brown & Weir, confer with Constance Bennett; her 

pup; George Alderman, director, and Sam Goldman, chief of sales, on adver- 
tising plans for the Constance Bennett Cosmetics Co., New York. . 


pS pail 
© Radios richest voice 
: since 1926 


REPRESENTATIVE—The reception room is an outstanding, point of interest 

in the enlarged offices occupied by the Pacific Coast division of the Bureau 

of Advertising, ANPA. Mural photos on wall panels, 3x6 ft., picture the capitals 

of Arizona, Oregon, Washington, California, Idaho and Nevada, the states 
included in the division's territory. 


LATEST—This is the latest in the series 
of four-color bleed pages Sparks-With- 
ington Co., Jackson, Mich., has been 
using in Collier's, Life and The Satur- 
day Evening Post for Sparton radios. 
Brooke, Smith, French & Dorrance, De- 
troit, is the agency. 


BACK ON MARKET—Post Tens, General Foods’ variety package of six break- 
fast cereals, has returned to grocers’ shelves in new package designs, after an 
absence of two and a half years. Post's Raisin Bran has been added to the 


assortment, and Post Toasties has a new name—Post's Corn Toasties. 
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| 
MAKE PLANS FOR NEW YEAR—C. W. Dexter, advertising and sales pro- Conta 
motion manager of ILG Electric Ventilating Co., Chicago, is shown giving a : \.. 
preview of the company's new sales portfolio to J. M. Frank, president, center, CALIFORNIA 3 7: 93 
and P. D. Briggs, vice-president and general sales manager, at a New York iy ‘ = 
meeting of eastern representatives. WINE ~ 
i soon 2 5 , ' Made toy ths Wan who qos tie own rapes 


BADADCAST MEASUREMENT a i — aid <a a 
| RUREAL int ‘ZEST AND ZING'—Bowman Gum ’ SEE PRs ae | 
j : : ; : Co., Philadelphia, is running an ex- 
F : : tensive campaign in outdoor posters GROWERS' PROMOTION—Latest outdoor poster for the Wine Growers Guild, 
H : . and in national magazines, using full- Lodi, Cal., placed in strategic locations, coast to coast, is this holiday design, 
color pages of which this is one, for planned to focus attention on the brand name and the growers’ slogan. Honig- 
Warrens Mint Cocktail chewing gum. Cooper Co., San Francisco, is the agency. 


FOUR A'S CONCLAVE—Posed around a BMB poster at the Central Council 

meeting of the American Association of Advertising Agencies in Chicago last 

month, are, left to right: Arthur Mogge, Arthur Mogge, Inc.; Frederic R. 

Gamble, president of the Four A's; Richard Compton, Compton Advertising, 

and chairman of the Four A's; Fairfax M. Cone, Foote, Cone & Belding, and 

chairman of the Central Council; Sydney Wells, McCann-Erickson, and Hugh 
Feltis, president of the Broadcast Measurement Bureau. 


Hotels as fine at any you have ever seen 
anywhere, sun-drenched beaches, superb 
food, PLUS the color and gaiety of Lotin 
America... This is RIO DE JANEIRO... 
This is the place you can go to now for a 
two week's vocation by Clipper 


are womige A Oe new, Sor eugsed Clipper 
weette ty LESS THAN PWO Dats Say 


ion cali ouceecstiag Ss PAN AMERICAN §¢ 

ponding aban othe ethos Wortp Arewars * 

cate with Swank Gommes Morocce Back or brows. j ad 
COLOR SPREAD OPENS PAN AM CAMPAIGN—Color photographs taken in Rio de Janeiro by Valentino Sarra and 

INDIVIDUAL—Simplicity marks the half-page advertisement which appeared Fenton Powers, art director of J. Walter Thompson Co., New York, agency in charge of the account, feature the opening 

in the New York Times Magazine for an individual item, the "Senator" wallet, ad—this color spread—in the 1946 campaign of Pan American World Airways. The ad is scheduled for Life, Time and 

made by Swank, Inc., Attleboro, Mass. The Saturday Evening Post. 
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N THE autumn 
of 1792 a young 
fur trader from 
Montreal set out 
by canoe to find 
the Pacific Ocean. 


He had little to guide him—some vague Indian rumors, a 
crude and fanciful map or two... and his reading. 


For Alexander Mackenzie was ever a tireless reader. 
Wherever he went in the vast Canadian wilderness, his 
s. books went with him. At Fort Chipewyan, 3000 miles from 
civilization, he had a library that was famous throughout 
the fur country. 


And, during the long sub-arctic winters, young Mackenzie 
read. He pored over the accounts of explorers ... men who 
had sought the Northwest Passage—the way to the Western 
Sea. His imagination fired by his reading, Mackenzie de- 
termined to do what no man before him had ever succeeded 
in doing—to go across the Continent to the Pacific. 


And so, on a chill fall morning 154 years ago, he left 
his fort on lonely Lake Athabaska. With him went eight 
other white men, thitee Indians—and a case of books. 


Mackenzie followed the rivers to the Rockies. He scaled 
the mountains, shot turbulent streams in his eggshell 
canoes, fought hostile Indians, braved famine and sickness. 


And, at long last, on a bright July morning in 1793, he 
climbed a sheer rock overlooking the Pacific, and scrawled 
in red paint: ALEXANDER MACKENZIE, FROM CANADA, BY LAND. 


After 300 years of searching, the quest for the Western 
Sea was ended. For the first time in history, the continent 
had been crossed. 


Reading Opens New Vistas 


The knowledge and inspiration which reading brought to 
Alexander Mackenzie, it has brought equally to hundreds 
of history’s great. For it is the impression value of what 
one sees that registers indelibly and is never forgotten. © 


This, to a unique degree, explains the extraordinary power 
and influence which The American Weekly exerts on men, 
women and children in more than 8,000,000 homes from 
coast to coast. 


In its pages is gathered the whole crowded panorama 
of life as we live it. Love... sacrifice .. . conflict . . . achieve- 


HE 


Greatest 
Circulation 


in the World 


On a bright July morning in 1793, Alexander Mackenzie and his hardy little band inscribed upon a sheer rock overlooking 


the Pacific the record of their historic trek, through uncharted wilderness, to the Western Sea. 


| FIRST across the Continent... 
is READING blazed the way 


ment and heartbreak . . . laughter . . . tragedy . . . adventure 
and romance. And with them go the beauties of art, litera- 
ture and religion...the wonders of science and invention. 
Two recent articles—‘Misadventures of the Boy Bride- 
groom,” a case history of child marriage, and ‘No Farewell 
to Teeth,” a report on an amazing new dental technique— 
give some idea of the wide range of subjects contained in 
each and every issue of The American Weekly. 


Distributed through a group of great Sunday newspapers, 
The American Weekly brings the entertainment and en- 
lightenment of good reading, in words and pictures, regu- 
larly before the largest single family group in the world. 


The manufacturer who associates his product or his 
company’s name with such an influence is tying in with 
the most powerful known force in advertising. 
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MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


BRANCH OFFICES: 5 Winthrop Sq., Boston 10 + Arcade Bldg., St. Louis 1 « Hearst Bldg., Chicago 6 + 101 Marietta St., Atlanta 3 
Hanna Bldg., Cleveland 15 + General Motors Bidg., Detroit 2. + Edison Bldg., Las Angeles 13 + Hearst Bldg., San Francisco 3 
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